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BB ARRELS of shoes by the hun- 

dreds have been coming to the 

British War Relief warehouse at 

480 Lexington Avenue, New York 

City; and to one and all thanks are 
reased. 


Says Robert R. Appleby, Chair- 
man of the British War Relief So- 
ciety, Inc.: “May I, on behalf of 
the British War Relief Society, ex- 
press to you the sincere apprecia- 
tion of our executive committee.” 


BY THE LORD 
Fy ere 
: tor HoLe! 














We had occasion to see the shoes 
coming through and the examiners 


join with us in saying that the 


thoes being sent for war refugees 
are practical, serviceable and wear- 
able. They cover all the needs of 
human beings—men, women and 
children and represent the whole 
Some spirit of interested charity on 
the part of thousands of Americans. 
In fact, the barrels come through 
#o clean, so carefully packed that 
there is a minimum of examination 

before immediate shipment. 
*To one and all who have par- 


ticipated in the.campaign and are 
still collecting shoes, we transmit 
the news that as fast as shoes come 
in, they are put on ships and sent 
on their errand of mercy. 

There is such a great need for 
foot coverings these days when peo- 
ple are hiding in bombproof shel- 
ters that the gratitude of the Eng- 
lish nation is really expressed in the 
simple words of the Chairman of 
the British War Relief Society. This 
was one voluntary participation on 
the part of the merchants, spon- 
taneously acted upon; and already 
shoes are on the feet of war refu- 
gees in England—because of the 
early timing and participation of 
the trade. 








ABRITISH broadcast recently said 
the most important caution in the 
rearing of children underground 
was: “You must keep children 
warm, especially their feet. So see 
that their stoutest shoes and warm- 
est stockings are ready.” 


[13] 


So encourage customers to bring 
in children’s shoes in the “Barrel of 
Shoes for War Refugees” campaign 
—because they need them and need 
them now. 

LLET’S pause in the midst of the 
day’s occupation to present a bou- 
quet of orchids to a very gallant 
lady, Miss Ruth Kerr, for it was in 
her head and heart that the idea 
blossomed forth to collect shoes for 
the war refugees. She called the 





first meeting, inviting prominent 
association men and the publisher 
and the editor of the Boor anp 
SHoe Recorper. Things didn’t go 
so very smoothly because there 
were many angles to consider. One 
of the stumbling blocks was the 
destination of the shoes. 

But as the work warmed to the 
need, the plan unfolded and now, 
by the generous cooperation of 
free shoe merchants the country 
over, this campaign for sending bar- 
rels of shoes to war refugees be- 
comes a glorious achievement. 

















[14] 


THE Retailers’ Advisory Commit- 
tee, appointed by representatives of 
52 national retail organizations to 
advise the National Defense Ad- 
visory Commission, has reported to 
Consumer Adviser Harriet Elliott 
of the commission that it has found 
no present indications that would 
justify any general price increase 
resulting from unused production 
facilities. Meeting consumer repre- 
sentatives of the defense commission 
on September 17, members of the 
retailers’ committee told Miss 
Elliott that price reporting at the 
pre-retail level will be undertaken 
as one step to prevent an upward 
spiral of retail prices. 

* * * 


MIRS. SIDNEY GLASS, with 
many years of selling shoes and 
slippers on the road in the West 
Coast territory, is finding a pleas- 
ing revival of the felt shoe buying 
on the part of representative mer- 
chants this Fall. Mrs. Glass reports: 





“Nothing has yet taken the entire 
place of felt slippers, regardless of 
the great inroads made through 
the introduction of many materials 
and methods of construction. All 
indications, as evidenced by orders 
from my accounts, lead me to be- 
lieve that felt slippers are in the 
process of staging a real return to 
popular acceptance. Print felts and 
satin trims plus the new colors are 
making interesting sales gains. All 
in all, this has been the best felt 
slipper year we have had here in 
the West for many, many years.” 


* * + 


PRODUCTION of army shoes has 
been the chief factor in this year’s 
sharply stimulated activity of the 
shoe industry in Canada, where— 
since June 1, contracts have been 
placed with shoe manufacturers for 
400,000 pairs of military foodwear. 

According to Canadian reports 
reaching the Commerce Depart- 
ment, present plans call for con- 

















—A candidate for high political 

office recently said: 
“American liberalism does not 
consist merely in reforming 
things. It consists in making 
things.” 

—Whether we like it or not we've got 
to admit that our Twentieth Cen- 
tury civilization is built up on 
Things. 

—We are a materialistic people, 
and Standard of Living means 
more to us that anything else. 

—The making of things, more 
things and still more things keeps 
people employed and dollars in 
circulation. 

—Dollors are the wheels of busi- 
ness... 

—Keep them rolling and business 
rushes on with cumulative effect. 
—But let them stagnate in the Vaults 
of Fear and Distrust and Depres- 

sion settles upon the Land. 


TT 


President 





tracts for 100,000 pairs per month 
until such time as orders for 1,000,- 
000 pairs have been placed. Total 
shoe production in Canada for the 
first five months of 1940, the latest 
period for which figures are avail- 
able, amounted to 10,974,957 pairs, 
compared with 9,399,098 pairs in 
the corresponding period of 1939, 
the report said. 

The report attributed the decline 
of American shoe imports to Can- 
ada to the exchange situation, add- 
ing that the recently imposed 10 per 
cent war exchange import tax will 
further reduce imports, especially 
as Canadian shoes are now at a low 
price level. It noted also that the 
increased cost of importation prob- 
ably will remove any competitive 
advantage that American shoes 
formerly enjoyed. 
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BJ. H. WILLETT of the Servus 
Rubber Company, has this poem 
pasted up over his desk at 330 
Broadway, New York City; and as 
we like to publish the things that 
men post before their eyes, we pin 
it here. (Unfortunately the author’s 
name was omitted but maybe a 
good line of verse repeated is a 
credit in spirit to the word and the 


thought expressed.) 
TOMORROW 


“Honey, Jes’ lissen! Don’t cry an’ 
fret; 

Dere’s a whol’ day t’morrow thet 
ain’t been teched yet! 
Mought be a sunrise mek yo’ heart 

shout 
Look jes’ like heaven turned inside 
out, 
Mought go a-walkin’ long o’ the road, 
Fin’ a gol’ nugget big as a toad. 
Mought turn a corner mos’ eny 
place— 


Bes’ friend a-smilin’ right in yo’ 
face! 

Heart o’ mine, lissen! Why will you 
fret? 


Dere’s a whol’ day t’morrow that 


ain’t. been teched yet!” 
* * . 





























NATHAN HACK of Detroit says: 
“There ought to be barrels of joy 
filling barrels of shoes for the vic- 
tims of a vicious ideology. Our 
barrel is functioning. We hope to 
have it filled within a month. We 
are careful, of course, that no worn- 
out shoes are thrown into this bar- 


rel.” 
* * * 


ZELL CONWELL, Cantilever shoe 
store, Portland, Ore., has an idea 


_ about selling his footwear: The men 


and women who come in are never 
allowed to get the idea that they are 
buying corrective footwear, as many 
customers resent the idea that some- 
thing is wrong with their feet. Style, 
he believes, should be emphasized, 
especially to women. Their atten- 
tion should be called to the nice ap- 
pearance of the shoes they have tried 
on and that they are buying foot 
comfort, too. Women, no matter 
how old (he finds), look at every 
pair of shoes from the style angle. 













says: 
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If appearance is brought into ail 
sales talks, together with the foot 
comfort they will receive, much can 
be done to offset the idea that all 
corrective footwear is for “old 
people,” only. 

Such information could be given 
customers as: “Here is a smart shoe, 
nicely styled, yet so comfortable. 
Such shoes are seen on the feet of 
discriminating people everywhere.” 

* 7 * 


JOSEPH B. PEARMAN of the 
Eagle Air Cushion Heels, Inc., New 
York City, says: 

“Helpfulness to those in need is 
just as beneficial to mankind as 
is patriotism toward our country. 
Of the former, the Good Book has 
much to say of those who furnish 
wearing apparel—‘Naked, and you 
clothed me.’ 

“Your services in leading the 
movement to send shipments of 
shoes to stricken people overseas 
places you in the category of being 
a Good Samaritan and a true 
patriot. I congratulate you upon 
your meritorious work. I am sure 
that the shoe industry and your 
many friends warmly felicitate you 


for what you are doing.” 
7 * * 


ERVING JOSEPH, head of Joseph 
Salon Shoes, Chicago and Evanston, 
says: 

“The shoe merchant today has his 
greatest opportunity in history to 
promote walking shoes for women 
—both as a staple and as a style 
item. Although previously walking 
shoes, as walking shoes have been a 
negligible part of the business, they 
are now of major importance in the 
selling picture. Women have suf- 
fered long enough from wearing in- 
correct shoes, chiefly through rea- 
sons of vanity. They are now ready 
and willing to wear comfortable 
shoes, providing, of course, they are 
made to look attractive and are in 
correct fashion. We find that none 
of them are ashamed to wear the 
well-cut oxfords, the walled lasts. 


the attractive sport shoes, and the 
low-heeled wedges we have to offer 
them today.” 


ING LOUD —To 
M ue sacxeT / 





FRED R. MORGAN, JR., men’s 
shoe buyer for the Bullock Down- 
town Store in Los Angeles, finds 
that types of men’s shoes selling in 
the better grades are sharply divided 
this Fall. Through his efforts, his 
department merchandise has been 
greatly “youthfulized,” so that Sep- 
tember selling finds patrons buying 
heavy grains and brogues together 
with the lightweight casual types 
with equal enthusiasm. Heavy, 
rugged shoes are meeting with ap- 
proval, even though the temperature 
is still at Summer heat. On the 
other hand, the great colorful and 
sport influence that is steadily 
growing in the men’s apparel wear 


field is having a marked effect in 
the sale of colorful, lightweight 
casual footwear. Fall sport clothes 
for business wear are showing con- 
siderable strength each season, so 
shoes in keeping with the clothes 
are proving to be equally impor- 
tant, Mr. Morgan observes. 





eJ OHN BALAZS, “the flying shoe- 
maker,” who roller skates away 
on cross-country trips, rolled into 
Rochester on his trusty skates — 
with a shoe repair kit over his 
shoulder. He said he had covered 
7100 miles in recent weeks — an 
interlude between cobbling jobs. 
“This is the life,” said Balazs. “No 
gasoline to buy and when funds 
are low, all you have to do is stop 
a while and repair shoes.” 

















"Where's your floor mirror? | want to see how | look when | stand in them.” 





[16] 


TAKEN by and large, we've never seen better styled 
shoes than the 1940 Fall crop. And that goes for shoes 
in every price bracket. Craziness seems to have gone 
with the winds of Summer, leaving behind real smart- 
ness and distinction. The four shoes shown here illus- 
trate this point in types for every kind of daytime wear. 
Dozens of shoes could have been picked from dozens of 
other manufacturers to show these same trends. 

First, there is the trend to softly tailored types suit- 
able for practically every daytime occasion. The two 
stepins and one of the pumps shown here interpret this 
idea in three different ways. The stepin which combines 
glossy with sueded leathers illustrates the continued 
strong popularity of contrasting surfaces this season. 
This kind of shoe is slated for a long season right 
through to Spring. It is flattering and feminine with- 
out being fussy. 

The lower-heeled stepin belongs in the increasingly 
popular group of low-heeled town shoes. Its moccasin 
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toe and walled last are treatment also in the popular 
trend. Contrasting surface is introduced in the decora- 
tive button. 

The more tailored of the two pumps is representative 
of a large group of all-occasion shoes. Its simple sil- 
houette and walled last—continuing as a vital style this 
Fall—make it an ideal tailored shoe to be worn equally 
well with casual tweeds or dressier town clothes. The 
unusual throat ornament gives it distinction and some 
softness; the walled last, a sturdy, tailored look. 


THE dressiest shoe of the four is the bronze reptile 
pump. Its d’Orsay line—established as a leading favor- 
ite last Spring—is important in many Fall shoes. Its 
bronze color has been chosen as the Fall promotion color 
by several high style manufacturers. 

Bronze was mentioned at the recent style conference 
as smart to wear with black, brown and green this Fall 
and Winter and as a new idea for prints in the coming 


Wateh These Trends for 


Above: The town shoe with really low heel 

grows more popular every season with smart 

women. This youthful suede stepin with welt 

sole depends on the moccasin toe and contrast- 

ing alligator calf button for trimming interest. 
From Coward. 


Left: High style olive green ac- 

cented with equally high style 

leopard fur has been used for this 

unusual woolen ensemble with 

waist-length jacket, bloused in 
back. 





Spring. Whether bronze will carry over into Spring 
depends on how it sells in the next six weeks, according 
to the report of the Women’s Style Committee for 
Spring. The movement got under way a year or more 
ago and we showed a bronze shoe at that time in a 
RECORDER fashion article. It will take a little more time 
to establish the idea but we see good reason why bronze 
should come back into real favor again. 


HN the recent showings of Spring leathers at the 
Waldorf it was one of the outstanding ideas for dressy 
and tailored shoes. Used on kidskin, on calf, on reptile 
—treal and simulated—and on patent leather, it had a 
different character in each case. In the old days—of our 
own and our mother’s childhood parties—it was always 
a kid shoe. Now it may be used in tailored types and it 
was even shown—in a new color-fast version—as tip 
and fox, combined with light chamois-colored suede in 
a Summer spectator sport pump. 


: 


Above: Contrasting surfaces 

continue in popularity this sea- 

son. This very attractive step- 

in, combining glossy kidskin 

with elasticized suede, has been 

constructed for comfort as well 
as style. From Vitality. 


Left: Very smart and adapted 
to many uses is this very simple 
pump with walled last and un- 
usual throat trimming. It may 
be had in suede or in calf or 
crushed kidskin to follow the 
suede season. Newton Elkin. 


Selecting a Handful of the Season’s Best Sellers We Find in Them Fashion 
Ideas That Carry Through in Dozens of Lines in Every Price Bracket 


Right: Bronze, the new high 
style promotion color, is 
shown here in a fine grained 
alligator lizard pump with 
popular d'Orsay line from 
Andrew Geller. “Beetle 
Bronze” he calls the color. 
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DISPLAY IDEAS 
FOR AUTUMN 










Use Fall Activities as a Basis for Promotion 





Above: Pennants, football and and Display. Capitalize on the Ever-Growing 
megaphone are all cut out of 
colored papers. Interest in Football on the Part of Young Men 





and Women of School and College Age. Teli 
Them that You Have Shoes for Every 
Fall Occasion—and You'll Sell Them. 














by BR. E. ANDRUSS 







Just as football is more than a game, so is Fall more 
than a time of year. It’s the season of increased social 
activity. With the reopening of schools and colleges, 
young men and women find their calendars filled with 
dates for hiking, hunting, Hallowe’en parties and the 
like—all of which should be anticipated by the shoe 
merchant. For the young fry need special shoes for 
these occasions—and it’s up to the shoe retailer to make 
it known that he carries all types of shoes for all types 
of Fall activities. 

From early October on, these nip-in-the-air styles to 























Before a brown back panel place a cut- 
out football in pigskin brown, with a 
back frame having holes to hold the 
staffs of the several pennants. The pen- 
nants are painted in the shades indicated 
by the color names. 



































Again the same background and set-up 

can be used for a Hallowe'en display 

and for footbail. (See opposite page.) 

The pumpkin takes the place of the foot- 

ball; the country scene of the football 
field. 













FOOTBALL is more than a game—it’s the symbol of 
an important fashion season that finds expression in 
stadiums throughout the country filled with the beautiful 
hues of brilliant Autumn. The college girl and the girl 
with college “dates” who may have imade a saddle 
oxford her number one shoe when picking her Fall 
shoes becomes definitely interested in smart outdoor 
shoes, and shoes for tea-dancing and dinner dates after 
the games. She isn’t going to look dowdy when she 
steps out on her dates. And there are many other women 
who will be wanting the same types of shoes, because 
of the similarity of their activities. 
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PROMOTION 


accompany tweedy clothes, and daintier fashions for 
after-the-game wear will command the attention and 
interest of an important audience—one that justifies a 
keen promotion job, with particular attention to tie-up 
with local schools in your display settings. 


TEAM pictures and school pennants are always popu- 
lar decorative material. A Wisconsin store used blow- 
ups of photos of local schools to advantage. State- 
ments by athletic directors, with their pictures make 
interesting attention getters. A booklet sent out by a 
men’s store included a review of coaches by a local 
sports writer, rules, penalties, changes in rules, and 
other interesting information along with the season’s 
schedules and several store ads. Made 7x4 inches to 
slip into the pocket easily. A woman’s shop used a 
football cover, with schedules on the inside front cover, 
and photos of several dresses and other garments on 
several pages. Active interest in the affairs of local stu- 
dents makes friends for you. At the same time do not let 
there be any lack of shoe interest in your promotions— 
either displays or advertising. Don’t lose sight of the 
main issue. 

Whether you feature football shoes under the color 
card names—Playtan, Varsity Green, Cheer Red, and 
Airway Blue—or your own names, an effective display 
will be achieved by using pennants cut from the right 
shades of blotting paper or felt-surfaced cover stock, 
attached to small sticks and set in or near the different 
shoes to show the garment colors with which each is 
particularly smart. If the pennants are ten inches or a 
foot long they can be set in a small plateau on which 

[TURN TO PAGE 45, PLEASE | 
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This Hallowe'en display utilizes the same back- 

ground as the football display shown on the oppo- 

site page. A pumpkin and Autumn leaves are 
substituted for the football and pennants. 
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Above: From a miniature goal post 

suspend small footballs and dance pro- 

grams, and attach to a brown floor panel. 

Floor panel made of board covered in 

felt and marked off, with goal posts at 
each end. 


Orange back panel with clusters of Fall 

leaves. White goal posts with a football, 

or cut-out, just over the bar. Sign reads: 

Store Name spots the winners for the 
1940 season. 





RE re SE te en 








“Back to School” shoes are displayed on 


giant Au 


tumn leaves at John W. Thomas 


& Co., and tied in with advertisement 
from a popular magazine. 


How One 
Shoe Department 
Can Help 
Another 


HOW can a shoe man “eat his cake and have it, too?” 

In other words, how can he manage to attract equally 
those two important classes of customers—the fashion- 
conscious woman who is willing to pay $14.75 and more 
for the newest, smartest styles, and also the careful, self- 
respecting shopper who wants value on a limited budget ? 

At John W. Thomas & Co., Minneapolis, Minn., Fred 
M. Grauel has worked out his own solution of this prob- 
lem. Mr. Grauel manages the shoe department under 
lease by Senack Shoes. He has the largest shoe volume 
of any women’s specialty store in the Northwest. His 
volume has increased consistently for seven years with- 
out a break, and he’s now doing 125 per cent of the 
business he did in 1930. 

John W. Thomas & Co. has a first floor shoe salon 
with 76 chairs, and a downstairs department with 54 
chairs. Mr. Grauel has made both departments impor- 
tant, and has brought them into very close cooperation. 
They are not in competition—they help each other. 


THE first floor shoe salon lends prestige to the down- 
stairs store. The basement store reciprocates by getting 
rid of high fashion mark-downs efficiently, thus enabling 


Co-operation between the First Floor Shoe Salon and 


the Basement Store of John W. Thomas & Co., Min- 


neapolis, Operates to the Mutual Advantage of Bot 


h 


and Helps to Increase the Store’s Total Volume of 


Shoe Business. 


by MARY JUNE BURTON 





Downstairs shoe department of John W. 


Thomas & Co., Minneapolis, Minn. 











the upstairs store to keep its stock clean and fresh. 

Here is the way Mr. Grauel works it. In his street 
floor store, he is constantly stressing the idea that he has 
the newest styles first—that customers who come into 
the shoe salon can be sure of getting only brand new, 
fashion-right merchandise. Consequently when lines get 
broken or a little o!d, after a trial P.M. he cleans them 
out ruthlessly, with a speed that would leave most shoe 
men gasping. 


MIOST of his broken lines go to a special “Economy 
Section” in the downstairs store. They are lined up on 
neat display shelves along one wall, in separate sec- 
tions according to size. The sections are priced clearly 
on small cards, and with scrupulous honesty. There are 
no signs reading “$10.85 shoes for $5.85,” just because 
there happen to be some $10.85 shoes mixed in with 
cheaper ones. Instead, they read, “$6.50 to $10.85 
shoes at $5.85.” 

The Economy Section is constantly in use, and con- 
stantly being replenished. Many customers have been 
trained to search on the display shelves for shoes they 
like. Often they try on the shoes and make their selec- 


tions by themselves, leaving clerks with little more to do 


than ring up the sale. Some women have a habit of 


visiting the Economy Section whenever they're down- 
town, to find out if there are any new bargains in their 
size. This habit increases store traffic considerably. And 
many an extra pair of shoes is sold, just because a 
woman sees something that catches her fancy, at an 
economy price. 

In spite of the volume he does in his Economy Sec- 
tion, Mr. Grauel has managed to keep the stigma of 
“bargain basement” away from his downstairs store. 

“My well-to-do customers feel no hesitancy in going 
to the basement for something they want,” he says. 
“For instance, if a customer wants a pair of white shoes 
late in the season, she’s pleased rather than annoyed to 
find I’ve moved all the whites downstairs. “You certain- 
ly keep your stock up-to-date,’ she'll tell me.” 


PRESTIGE of the downstairs store is helped by its at- 
tractive appearance. The department is airy, roomy and 
well-lighted. Set into the pillars are shadow boxes to 
display the styles. And Mr. Grauel is constantly adding 

[TURN TO PAGE 44, PLEASE | 

















1 OCTOBER promises to 

be another big month for 
merchants who go after busi- 
ness vigorously. Are you ready 
to go after your share? Now 
is the time, because the busi- 
ness you do now is done at 
your full markup. Added vol- 
ume during mid-season can 
make a tremendous difference 
in your net profit. 

















4 YOU should have a big 
ad in today's paper on 
women's Fall footwear, empha- 
sizing the fashion angle. There 
is no need for any special 
pricing, instead you should 
play up your best selling price- 
line. Hosiery should get a 
good play-up in the ad too 
with one price featured. 
















IF you sell men's shoes, 
why not write a good, 
strong selling letter about your 
Fall line and send it out this 
week to your list of men cus- 
tomers? Write that letter just 
as though you were selling a 
customer in the store—make it 
sound convincing. 
















11 YOU have had a good 

window display of chil- 
dren's footwear all this week. 
Follow it up today with an at- 
tention-compelling newspaper 
ad that will bring a big Satur- 
day business. Perhaps you will 
— want to have another, smaller 
ad on women's footwear 
and hosiery too. 















The 


Retail 


For 








9 YOUR weekly check of 

stocks today will tell you 
whether you have plenty of 
the right sizes in the right 
styles to meet October de- 
mands. Order necessary fill- 
ins at once so there will be no 
danger of “outs.” Watch your 
hosiery colors and sizes care- 
fully too and be sure to have 
ample reserves. 





5 THE first big Saturday of 

the football season. Why 
not give it a little attention in 
a special window for the day, 
with a score board listing the 
important games as a back- 
ground? Then, if you post the 
scores as they are available 
your display will receive plenty 
of attention. 





9 WHEN you have finished 

your check of stock today 
compare your stock list with 
your check list of best sellers. 
You'll probably find that most 
of your slow sellers are num- 
bers that never were on your 
best seller list! Consult your 
best seller list every time you 
buy and you'll avoid turn- 
killers. 


12 PRESUMABLY your 

newspaper ad will bring 
many parents into the store 
today to buy shoes for their 
children. Why not have two 
special box offers, one on 
women's hose and one on 
men's and see that these are 
presented to all parents? You'll 
pick up a lot of extra sales in 
this way. 


Shoe Store 





CALENDAR 


OCTOBER 


















EVERY chain store organ- 

ization operates with o 
check list which is actually 
nothing more than a list of 
the best sellers which the 
stores cannot afford to have 
on their “out” lists. Do you 
have such a check list? You 
should have, and you should 
use it carefully in your weekly 
stock check. 





7 THIS is the day to change 

or rearrange your win- 
dows. If you have not had a 
window of children's footwear 
recently this would be a good 
time for it. And of course 
you will continue your women’s 
styles display with enough 
changes to make the trims 
look new and different. 





10 IT is time to be think- 
ing about the coming 
holiday season. What special 
gift lines can you add that 
will contribute to your volume 
and profit? Orders should be 
placed soon for these lines. 
Consult last yecr’s records to 
make sure you do not repect 
any mistakes or miss ony 
“winners.” 


14 CHANGE all window 

displays today. No 
doubt you have a schedule 
providing for just what is to 
go in each section, each week. 
If you do not operate your 
displays in this way now i: o 
good time to start. It is ‘he 
only way to give all lines air 
representation. 




















With the Fall Season Well under Way, Now Is the 
Time to Reap Your Harvest of Sales and Profits. It 
is Not the Time, However, to Relax Promotion 
Efforts, for the Only Way to Keep Business Hum- 
ming Is to Tell the Public Over and Over Again 


cbout Your Values, Styles and Fitting Service 


1 WHAT is your best 

selling price-line in 
women's shoes? Why is this 
true? If you will tell this story 
in a letter, in the same words 
you would use to a customer, 
you'll get results. No doubt 
many of your customers don't 
even know this is your most 
important line! 


16 THE day to make your 

weekly check of stocks. 
When you have finished the 
job make up a list of all the 
slow-sellers. Then go over the 
list item by item and ask your- 
self why you bought each one. 
Analyze your mistakes care- 
fully and you won't repeat 
them. 


17 IN some college towns 
merchants have found 
it profitable to appoint one 
or two aggressive students as 
agents to sell on a commission 
basis. These students take a 
dozen pairs of smart styles 
and canvass the sorority and 
fraternity houses taking orders. 
Perhaps you can use this idea 
too. 


18 WHAT are you going 
to advertise in today's 
paper to bring in Saturday 
shoppers? Your best bet is 
probably a strong ad on that 
same best-selling price line in 
women's style footwear on 
which you sent out a letter 
earlier in the week. Or per- 
haps you have a new style or 
two to feature. 


change DO you have your MAKE such changes in YOU have been using TODAY'S big job is the 
wt win- 19 house slippers out on a 21 your window displays 22 your mailing list quite 23 weekly check of stock. 
had a table near the front of the today as your schedule calls often this Fall. Have you been Haven't you found that the 
otwear store? You're missing a lot of for. Perhaps some new styles able to observe any worth- very regularity of this check 
@ good sales if you do not have them have arrived which can be while results from these mail- keeps you better posted, pre- 
course out. And why not instruct all used to liven up this week's ings? Many big stores say vents over buying as well as 
women s salespeople to mention house trims. And isn't it about time that letters get more atten- “outs,” and enables you to 
enough slippers to every customer they for some new backgrounds or tion and better results than avoid making the same buying 


e trims 


serve today? Have a table 
display of hosiery too. 


panels to give the windows a 
new appearance? 


any other mailings. Probably 
because most people receive 
so much circular mail they dis- 
regard it. 


mistakes twice? Most mer- 
chants who check regularly 
confirm this. 


e think. 9 4 YOU check your stock 9 5 YOU will want a big 96 SEE that all salespeo- 9 CHANGE all window 
coming regularly, but how long newspaper ad today to ple are thoroughly fa- displays today, follow- 
"special has it been since you have bring the customers in tomor- miliar with yesterday's ad and ing the program you arranged 
dd that checked your store premises row. Why not select the best know the selling points of your at the beginning of the month, 
- volume for such things as fire and seller from your women's, chil- "Four Biggest Values.” Instruct unless there is some very spe- 
ould be accident hazards? It's an im- dren's and men's footwear them to mention these four cial reason for departing from 
se lines. portant thing to do, and par- lines and from your hosiery numbers to customers who do it. Pay particular attention to 
cords to ticularly at: this time, with line and feature them in a big not ask for them specifically. your display cards. Make them 


t repeat 
iss ony 


Winter coming on. If any re- 
poirs are needed now is the 
time to make them. 


99 WITH interest in the 


way as "OUR FOUR BIG- 
GEST VALUES,” using big cuts 
and plenty of white space? 


30 CHECK your stocks 


Then check up to see what re- 
sults this extra effort produced. 


31 TOMORROW you be- 


ay- presidential election at again today. Then com- gin a new month, and 
schedule fever heat this would be a pare today's check with that an important one. Are you 
sat is to time for a mailing piece you made four wesks ago at ready for it? Are all your 
ych week. ed "The People’s Choice" the start of October. The com- plans made for advertising, 
ate your and featuring some of your parison will tell you whether windows and merchandising? 


now is a 
It is the 
lines ir 


best values. There is a good 
ideo here for a special window 
trim too, for the next few days. 
It will get a lot of comment. 


you have done a good job of 
merchandising and stock keep- 
ing for the month. And was it 
as good a job as you could 
have done? 


Have you checked last year's 
records to see what happened 
in November and to make sure 
nothing that was successful 
then will be overlooked thi 
year? 


SELL! A good display card 
can put over a trim that is 
just ordinary. 
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OUTLOOWM 


Consequenees of the Draft 


WE saw the 71st National Guard Regiment of the 
new federalized army start on its way to Camp Dix, 
New Jersey, for a year’s training. Colonel Layng said 
the regiment was up to full strength, with 600 enlisting 
in the last fortnight and he added: “The recruits are of 
a high type and only 2 per cent of the enlisted men had 
been dropped after their medical examination.” So 
much for that because it has a bearing on shoes. 

The New York Times, in its editorial page entitled: 
“Not So Soft,” says: “Medical officers who have been 
examining National Guardsmen report them as showing 
a high average of physical fitness. No one should be 
surprised if today’s young men are stronger and 
healthier than their fathers.” 

The New York Sun, on its editorial page said: “The 
present generation is not perfect; neither was _ its 
predecessor. But the condition of the men of 1940 is 
particularly gratifying because so many gloomy predic- 
tions were made concerning them.” 

We present these three pieces of evidence in the light 
of the most astonishing statement that was made by a 
chiropodist before his national association in Boston 
on Aug. 28, 1940. He spoke as director of his state Foot 
Health Council and presumably with well-informed con- 
viction. He said: “The feet of the present generation of 
war age are 50 per cent more defective than those of the 
soldiers of the world war period—and they were bad 
enough. The American soldier in the last war could only 
endure seven hours of marching. Today’s soldier can 
hardly last five hours.” 

We hadn’t intended to flash back to that statement 
made by the chiropodist if it wasn’t for the fact that it 
was so widely quoted all over the country and that the 
article further said: “He sharply criticized the army 
medical corps for ‘neglecting a soldier’s most impor- 
tant equipment—his feet,’ and the army supply depart- 
ment at the same time for giving troops ‘outrageously 
ill-fitting shoes.’ ” 

Let’s remove some of the top dressing from the wild 
and unsubstantiated wordage of the chiropodist. That 
field of foot work has had many cases of bad manners 
and bad taste since “chiropody emerged from the barber 
shop in 1895, with the passage of the first state license 
law in New York.” It is a comparatively young pro- 
fession and may be forgiven some of its immaturity. 


by ARTHUR BD. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


We have always had a feeling that even though most 
of the work done was C and C (corns and callouses) , 
there was as much dignity in treating a corn as there was 
in fitting a pair of shoes. “All of us who work honestly 
are equal. A good blacksmith is no less admirable than 
a good president.” 

But the important thing at the moment is that men 
who stand up in public places and are quoted in print, 
shall have a sense of their words and some allegiance 
to truth. 

In a comparatively few days, the young men of this 
country between the ages of 2] and 36 will stand in the 
“place of counting.” First—what will that do to shoe 
stores? By and large it will scarcely make a dent in the 
personnel—except in chain stores. One of the major 
chains has at least 80 per cent of its men in those age 
brackets. Chain store shoe selling is a young man’s 
game, made so by employment policies or the fact that 
the business is comparatively young and new stores 
have come in annually, producing new blood. 

It is no small problem for large chain organizations 
to determine their policy towards “draftees.” It is natu- 
ral for all young men in these age limits to consider 
themselves within the scope of selection. For at least a 
year every young man will be on the anxious seat as to 
his job—if he goes or doesn’t—and his re-employment 
if and when the emergency is over. The majority of 
business concerns are accepting the spirit of the law 
and promising re-employment ; but time has a peculiarity 
of changing not only men but businesses and all things 
alter. The drop from a wage of $100 to $200 per month 
to $21-$30 army pay is in itself a sacrifice. 

What we do know is that at this moment one of the 
very significant changes in the lives of young men be 
tween 21 and 36 is taking place and it is something that 
will have repercussions on all society. Its economic con 
sequences are still to be revealed. Will stores bring i: 
substitutes in the ages that are not liable to draft and 
if so, what is the status of these new men—particularl: 
if they show rare competence? 

[TURN TO PAGE 47, PLEASE 
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YOU CAN 


of bat 


Youu be seeing a lot of Fall and Spring shoes 
fitted with Presto-Grip Heels. Shoe Manufacturers 
have adopted them because Presto-Grips step-up 
the style and appearance of any good shoe. The 
genuine merit of Presto-Grip’s, non-slip, air- 
cushion features definitely increases the saleability 
of any shoe. So when you show a shoe fitted with a 
Presto-Grip Heel, ta/k about the heel. Demonstrate 
the air-cushion feature by flexing the large white 
button with your thumb. Demonstrate its grip- 
ping action by trying to slide the heel over a glass 
or other smooth, slippery surface. No other rubber 
heel gives you so much to talk about—nor so 
much real help in selling more shoes. 


Presto-Grip 


NON-SLIP — AIR-CUSHIONED 


HEELS 4, CUPPLES 


CUPPLES COMPANY ae Vanufacturers 


MORE SHOES 











4 FEATURES 


You Can Show 
and Talk About 


NON-SLIP SAFETY 

Specially compounded white 
rubber non-skid button... grips 
and holds. Adds a measure of 
safety that all men want. 


AIR-CUSHION COMFORT 
Button flexes with each step— 
absorbs shocks and jars. Pro- 


vides comfort found in no other 
heel. 


SMART, TWO-COLOR RIBBED 
DESIGN 


FINER QUALITY — LONGER 
WEARING 

Long, level wear, keeps up ap- 
pearance of entire shoe. Will 
not spread. 





.. ST.LOUIS 

















Put Your 
CUSTOMER in 
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Customers are at ease in this outdoor 
setting of Hofheimer’s Shoe Patio. 


Shoe displays are easy to see like this 
one grouped on a wooden boardwalk 


a Happy Mood 


Relaxed and Com fortable Surroundings Contribute Greatly to 


Success in Selling Leisure and Novelty Footwear is View of 


Hofheimer Shoe Store, Norfolk, Va. 


WORKING on the psychological theory that putting 
the customer in a relaxed and happy mood is half the 
battle of selling, the Hofheimer Shoe Store in Norfolk 
this season concentrated their selling of playtime and 
novelty shoes in a Shoe Patio. The innovation has 
proved to be entirely successful. 

Utilizing one room of their store, apart from the 
other selling areas, but with easy access from other de- 
partments, the Hofheimer decorators have turned an 
ordinary interior into an outdoor terrace, so perfectly 
simulated that the illusion is entirely convincing. 

Chest-high imitation stone walls surround the room 
on three sides, and a gaily striped awning above gives 
a feeling of open space beyond the walls. At the far end 


Shoe Patio Effective 


of the room, running beneath a blossoming apple tree. 
a wooden boardwalk gives the appearance of an en- 
trance from some outside garden walk or beach. The 
store’s excellent air-conditioning system is a satisfactory 
substitute for the ocean breezes. 

Over the stone wall hang other blooming plants, and 
in the corners of the patio, wooden tubs of trimmed 
boxwood bring the garden inside. 

Everything is planned for the customer’s comfort. 
Metal garden chairs of a relaxing type are set in con- 
versational groups, with metal tables within reachiig 
distance for packages and handbags, as well as ac!i- 
trays and magazines. A brilliant beach-umbrella ta! le 

[TURN TO PAGE 36, PLEAS” ] 
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From the time that the wrong choice of sole leather goes into a shoe 
factory, until after the shoes bottomed with it are tossed onto an ash heap, 
the repercussion of customer dissatisfaction will be felt. And the damage 
done can easily be irreparable, for few there are who forget an injury. 
Wise is he, who at all times is careful to side-step trouble, by selecting the 
right brand. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


can be relied on for uniformly fine performance. This is true because of 
many things, not the least of which is our long-time vegetable process of 
tree, tanning. Giving the tanning liquor TIME, to THOROUGHLY and EVENLY 
n en- penetrate and protect the thick, strong fibres of heavy hides, results in 
The solid, serviceable sole leather for every pound in weight. It’s a master stroke 
to protect you. 


ctory 
WRITE US FOR THE NAMES OF MANUFACTURERS 
MAKING STREET. ORESS. SPORT. ORTHOPEDIC 

AND WORK SHOES BOTTOMED WITH KISTLER 
5 and “BENCH BRAND” SOLE LEATHER 
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s -BOSTON:MASs: 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
























































New 
Style Tendencies 
In Juvenile Shoes 


ENTERESTING new develop- 
ments in juvenile shoe styles, 
including the slack shoe for Sum- 
mer and the Norwegian moc- 
casin, which latter has had an in- 
fluence in retarding to some slight 
degree the extraordinary vogue 
of the saddle oxford, were dis- 
cussed at the meeting of the 
Children’s Style Committee, 
which formed the concluding 
session of the National Shoe Re- 
tailers Association’s Style Con- 
ference for Spring, in conjunc- 
tion with the showing of Spring 
leathers by the Tanners Council 
of America, at the Waldorf- 
Astoria, New York, last week. 
Becavse of the unavoidable ab- 
sence of Mrs. Mary Brouwer Fin- 
ley, chairman of the committee, 
Miss Ruth H. Kerr presided. 


AFTER a brief introduction by 
L. E. Langston, executive vice- 
president of N.S.R.A., the meet- 
ing was opened with a discussion 
by Miss Kerr of the main 
achievements of the past decade 
of the children’s shoe business. 
“Ten Years of Technological De- 
velopment” she called it, and said 
that the progress of these ten 
years was greater than the 20 
previous years. Back in 1928- 
1929, children’s shoes were still 
mainly copies of men’s and 
women’s shoes. In the ten or 
more years since then remark- 
able changes have taken place. 
Lasts have been entirely changed 
and very much improved, with 
such vital changes as widening at 
the ball, definitely narrowing at 
the back of the heel but with 
plenty of room allowed at the 
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base of the heel, and other equal- 
ly important improvements in 
measurements and construction. 
An entirely new approach to 
shoemaking has brought in flexi- 
bility, lightness and suppleness. 
New tannages have been de- 
veloped. The use of unlined 
leathers, punchings and perfora- 
tions has resulted in new types 
of leathers. There has developed 
a greater appreciation of welts, a 
more careful selection of sole 
leathers, counters and boxes in 
relation to the manufacturing 
process. 


AS regards style, the shoe ad- 
vertisements of 1928-1929 show 
little variety. Barefoot sandals, 
Blucher oxfords, many high 
shoes were the choice in styles. 
There were none of the little 
novelty shoes except some very 
bedizened reptiles. There were 
no new developments in colors 
for children’s clothes to stimu- 
late new colors in shoes. 

The discussion then turned to 
style developments for the com- 
ing year. Suggestions were made 
by Mrs. Josephine Beach and 
Mrs. Betty Green of possible 
trends in the coming year. Mrs. 
Beach suggested that much 
might be done to improve the 
appearance of the growing girl’s 
shoe by tricks of design and de- 


tailing planned to shorten the 
appearance of the foot, a tender 
subject to this particular ag-. 
She also spoke strongly in fav«r 
of the Indian influence alrea 

seen in the popularity of mov- 
casin treatments, fringing, thon 
lacing, etc., in women’s shoes. 


MARS. GREEN, speaking on 
children’s ready-to-wear styles, 
considered the cowboy influence 
newer and more important than 
the Indian, and the Air Pilot in- 
fluence decidedly the most im- 
portant trend of the future. She 
mentioned the need for good- 
looking shoes to wear with slacks, 
to be a different shoe altogether 
from the active sport shoe with 
crepe rubber sole. Miss Kerr 
spoke of the Norwegian moccasin 
as a real slack, “dress down” 
not “up”—shoe already being 
made for younger as well as older 
girls. She reported that the avia- 
tion schools over the country 
were adopting the buckle monk 
shoe for the flyers, thus giving a 
possible lead for a children’s 
shoe style. 

The outcome of the discussion 
was the conclusion that the slack 
shoe was an important and new 
style for the children’s shoe 
business. One retailer considered 

[TURN TO PAGE 36, PLEASE] 


“Ten Years of Technological Progress” the Basis for 


Discussion at Children’s 


Style Meeting. Waldort- 


Astoria, New York, under the Auspices of the Na- 


tional Shoe Retailers Association. 





, 1940 


n the 
tender 
r age. 
favor 
lreac 
Moc- 
thong 


oes. 


gi on 
styles, 
luence 
t than 
lot in- 
st im- 
e. She 
good- 
slacks, 
gether 
> with 
Kerr 
cecasin 
wn — 
being 
3 older 
p avia- 
ountry 
monk 
ving a 
ldren’s 


ussion 
> slack 
d new 

shoe 
idered 
LEASE] 


s for 
dort- 


 Na- 


BOOT anv SHOE RECORDER, September 28, 1940 


STANDS For GIRAFFE 


AND ALSO FOR THIS GENTLEMAN 
WHO IN MANY WAYS RESEMBLES 
THE ABOVE NAMED ANIMAL... 


nm 
ae fe ‘A * 2 
‘—_ ° yes " 
Batam Ae A 








FOR INSTANCE: 


LIKE THE GENUS GIRAFFIDAE 
HE IS PRONE TO .... 





MR. G. is a manufacturer of men’s (or maybe 
women’s) shoes, and also a student of advertising. 


Business wasn’t so good in ‘39, so he decided to 
advertise direct to the consumer... . 


With a grand ambition, but an appropriation too 
small to even wad a pop-gun, he conceived a 


great plan. 


“But,” said he, “I'll force the public into stores 
selling my shoes by showing blow-ups of my con- 
sumer ads.” 






































Which, by the way, were so small and infrequent 
they had to be blown up to be seen. 


The ads appeared in a couple of consumer mag- 
azines, and that’s where he stuck his neck out, high, 
wide . . . but, let's go on; and Mr. G, sat back waiting 
for increased orders to come from his customers. 


But none came. 


And this campaign of blow-ups blew up. 


Then Mr. G. pulled in his neck, did some dee; 
thinking, swallowed hard and made up his mind tc 
visit a couple of his customers. 
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too 
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And much fo his surprise he found that his destiny 
lay in the hands—the skillful fitting hands of the 
Man-at-the-Fitting Stool. 


So, Mr. G. swallowed deeply again, and decided to 
spend his advertising dollars in Boot and Shoe 
Recorder, talking to Point-Of-Sale. 


“Because,” he reasons now, “If I tell and sell the 
Merchant and his Sales People, they in turn will tell 
and sell the Public.’’* 





The moral of which is that the target easiest to hit 
is the one nearest home. 









a much SAFER 
, and also easier 


on the ne e bankroll, 


BOOT AND SH E—-RE'C O R D(E Rw 
A.B.c. A CHILTON ® PUBLICATION : 
190 EAST 42nd STREET NEW YORK, N. Y. 
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Here is the Line 
for You! tano torneo - 


A STYLE FOR EVERY FOOT 





7 
STANDARD 
Metatarsals 


* 
TACKED PADS 


RIGHT & LEFT 


Scott’s HAND-MADE == Fes: 
METATARSAL PADS ““..cc.2" 


More and more of the leading shoe men are daily 
switching over to the Scott Line of Metatarsal Pads. 
Not only do they find a style particularly adapted to 
every type of foot, but the wider range of sizes and 
elevations insures better results from their use. 
All styles are available in sponge rubber or in felt; 
either plain or with leather toppings. May be had 
with tacked or adhesive backs. 

THE SCOTT LINE CARRIES THE PROFIT!!! 

WRITE FOR ILLUSTRATED FOLDER TODAY 


SCOTT FOOT APPLIANCE CO., OMAHA, NEB. 














Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets 


“I" — Orange and 
brown design — white 
board—price in black. 


PRICE TICKETS 
Attractively hand lettered 
in ular price denomi- 
nations, or blanks. Sev- 
eral in stock. Sam- 
ples a ible on request. 
6 Doz.—$1.10. 12 Doz. 

—$2.00 





With Store Name 
Imprinted 
100 tickets—$3.00 
200 tickets—$5.00 
Cheek with order please, on- 
less C.0.D. preferred. 
DISPLAY CARDS 
Each month, 14 infor- 
mative and forceful Vm 
selling es on 
ned 


appropriately 
cards. 




















Detailed Information on Monthly Service at Your Request. 
BOOT AND SHOE RECORDER 


209 SOUTH STATE STREET *® CHICAGO. ILLINOIS 


INAWLYYdad AOIAYAS SINWHOUINW 
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Decline in Rubber Footwear Production 


Wasuincton, D. C.—A decline of 22.5 per cent from 
production in 1937 in the value of the output of rubber 
boots and shoes was shown in the report released by the 
U. S. Bureau of the Census of manufactures, covering 
production for 1939. The number of establishments, 
however, increased from 12 to 13 over this period of 
time, with a total production value of $49,980,591 for 
the later year, compared with $64,455,332 for 1937 

There was a 19 per cent decrease in the numbe: of 
wage earners engaged in manufacturing—from 18.356 
in 1937 to 14,861 in 1939. The dollar value of their 
wages, $16,801,537, was 17.7 per cent below thai of 
$20,421,676 in 1937. However, the discrepancy in the 
figures may be due, as explained by the Bureau o! the 
Census, to the fact that only manufacturing emplo: ces 
were included in this phase of the report, other m.- 
ployees (distributive, construction, etc.) being com) iled 
separately. Comparisons are as follows: 


1939 19 
Rubber Boots and Shoes industry, all 
products total value .. . $49,980,591 $64,455,332 
Rubber boots and shoes... 40,446,140 58,269,258 
Other products (not classified in 
this industry) te due . 9,534,451 6,186,074 
Boots and shoes, total value $40,446,140 $58,269,258 
Rubber-soled canvas shoes: 
Total pairs .. 25,168,310 31,519,085 
Total value é $13,700,571 $18,042,154 


Base shoes: 

Pairs 8,579,553 7,784,834 

Value : $3,292,672 $3,417,145 
Lace-to-toe trimmed shoes: 

Pairs ; 5,889,112 11,246,272 

Value $3,660,480 $6,584,672 
Plain oxfords and bals: 

Pairs , 4,919,559 6,450,332 

Value $2,696,980 $3,717,658 
Specialty oxfords and pumps: 

Pairs 5,780,086 6,037,647 

Value $4,050,439 $4,322,679 
Rubber boots: 

Pairs 2,777,396 3,884,195 

Value $4,803,632 $7,621,737 
Lumbermen’s and pacs: 

i 1,085,333 1,357,227 


$1,909,273 $2,808,002 
Arctics and gaiters: 
Total pairs 15,181,439 20,125,312 
Total value $12,599,206 $18,346,752 
Buckle and automatic: 
Pairs 3,770,347 1.566.856 
Value $5,149,852 $7,176,184 


Style, rubber or cloth: 
Pairs 11,411,092 5,558,456 
Value $7,449,354 $11,170,568 
Other shoes, rubber and footholds: 
Pairs 13,552,524 20,1 16,063 
Value $7,433,458 $11,417,613 


Lancashire Clogs 


PeaBopy, Mass.—A pair of old Lancashire clogs, 
from England, was shown here a few days ago. as 4 
curious specimen of footwear and also of leather. the 
uppers being of stout wax splits. 

One tanner made this surprising comment: “I may 
be that wax splits for work shoes will be made «zain. 
We used to get out tons of them and send them to 
Europe where strong low price leather was want«! for 
work shoes. I think that Europe will want the like gain 
after the war is over.” 
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action BBARRELS of shoes for war refugees made their initial 
ce in Boston on September 7, when the one shown 
nt from ie wie placed by Paul Abrams on the pavement outside 
f rubber the entrance to his shoe store at 26 Kneeland Street. This 
store, known as Paul’s Shoes For Men, has been operating 
d by the successfully well outside the conventional shoe district for 
pover ing some time. 
h The photograph shows two of the store’s regular cus- 
mame nts, tomers dropping their old shoes in the barrel after having 
eriod of purchased new shoes. The purpose of the barrel, which is 
591 { painted red, white and blue, is explained by the large sign 
- ita ” shown on the window above, and by an advertisement 
1937 clipped from Boot and Shoe Recorder explaining the idea 
mber of behind this charity. It is signed by the British War Re- 
5 at lief Society, Inc., of 12 East 58th Street, New York City, 
1 18.356 to which it is requested that all worn and partially worn 
of their shoes be sent as soon as possible. Chairman of the Barrels 
h of Shoes for War Refugees is Everit B. Terhune, President 
thai of of Boot and Shoe Recorder, 100 East 42nd Street. 
y in the 
u ol 
npl ees 
‘m- 
om) iled 
1937 
54,455,332 
58,269,258 hy, 
6,186,074 
98,269,258 


31,519,085 
18,042,154 


7,784,834 


$3,417,145 H E 
66,584,672 


6,450,332 


vs| For WAR REFUGEES... 


3,884,195 
57,624,737 ; 

7 eB OLN the campaign to collect Barrels of Shoes for War Refugees through 
1,357,227 , . : 
2 808,002 the shoe stores of America. Next to food, shoes are most necessitous with 
_— Winter coming soon and millions of men, women and children in dire need. 
8,346,752 
| Here's what you can do to help: — 
4.566.856 
$7,176,184 Instructions 


5.558.456 1. Make your store a collecting depot. 
11,170,568 Pat a barrel in the store and a card in the window. Publicize freely. 


0,116,063 3. Sort shoes so final shipment contains only serviceable, practical footwear for children, 
1,447,613 women and men—rubbers also are needed. 


. Tie up in pairs, wrap in paper or newspapers, pack in the barrel securely. 
. Cooper up head of barrel and strap it ap securely for ocean shipment. 


e clogs, . Send barrel—IMPORTANT—freight prepaid by you to: 

50, . Send BARRELS OF SHOES FOR WAR REFUGEES TO BRITISH WAR RELIEF SOCI- 
ETY, INC., 480 LEXINGTON AVENUE, NEW YORK CITY (Freight Entrance in Depew 
Place). 

“Tt may Barrels will be shipped immediately through affiliated distribution centers to war refu- 

e again. gees abroad. 

them to Barrels of Shoes for War Refugees is a free and voluntary service through shoe stores in 


nted for America, and each participant is expected to pay freight to New York. There are no 
iain funds for any expenses. Committee: BARRELS OF SHOES FOR WAR REFUGEES, 
Everit B. Terhune, Chairman, 5th Floor, 100 East 42nd Street, New York City. 


i 
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A Boot and Shoe Recorder Department 





Shoemaker’s Window 


Altman’s, prominent New York de- 
partment store, has a reproduction of 
a shoemaker’s shop in their window 
that is so realistic that it looks as if 
Altman’s really made their women’s 
shees in ‘the window*.and the shoe- 
maker had just stepped out to lunch. 
The display is really complete and not 
just a few choes in different stages of 
construction with a few skins and 
tools scattered around the display for 
decorative purposes. The parts of the 
shoe before and after processing are 
carefully shown, uppers before and 
after lasting and all the ingredients 
used in shoe manufacture are on dis- 
play. Not only is the display educa- 
tional but it offers graphic proof to 
the customer as to why good shoes 
cost good money. 

* * * 


Space Gainer 


Most of our shoe stores are designed 
long and narrow and the shape is 
adequate for most of our needs. Usu- 
ally there is sufficient stock space along 
the side walls with the provision, if 
need be, of additional space in the 
back room. However, if stock space 
becomes too crowded, the only al- 
ternative is to move—an inconvenience 
and not guaranteed to be profitable. 

Here is a suggestion for more stock 
space if the ceiling of your store is 
reasonably high. Construct a horse- 
shoe shaped balcony—across the rear 
and half way up each side of the store. 
We recently saw such a job done in a 
New York shoe store and it added to 
the attractiveness of the store as well 
as adding usable space. Shadow dis- 
play boxes were hung under the bal- 
cony, pink neon lights were fastened 
along the lead edge of the balcony as 
an attractive trim and lights under 
the balcony made side wall stock 
searching easier. 


by JOHN F. W. ANDERSON 


Light Attracts People 


People are afraid of dark places, 
Mr. Shoe Retailer. They turn in- 
stinctively to bright lights. Yet sta- 
tistics show that 70 per cent of stores 
are poorly lighted. Proper lighting is 
ene of the least expensive and most 
effective ways of attracting people into 
your store. A well lighted store looks 
cleaner and is cleaner. Better light- 
ing can frequently be had for less 
money than poor lighting. Indirect 
lighting and fluorescent lighting are 
modern developments that add warmth 
and cheerfulness to your store. Good 
light makes it easier for people to buy, 
reduces eye strain and adds to the 
cheerfulness of your customers and 
salespeople. 

* * # 


The Appropriate Ensemble 


An attractive full size model dressed 
in the latest in outdoor sportswear 
stands on a low platform at the en- 
trance to the women’s shoe department 
of Macy’s, New York. She is wearing 


SOFT AS A SIGH! 











This newest gore Pump, on Owens & Elmes 
jaunty square toe last, will make walking a 
joyous experience. 
Biech brown or bee emmy 88S 
BAGS TO MATCH, $595 TO $7 50 


OWENS & ELMES, Limited 


IS1 YONGE ST., at Richmond 











a pair of matching sports shoes in th: 
latest color. Grouped around her ar: 
twelve other pairs of sports shoes in 
other styles that can also be worn 
with her costume. An amber spot 
focused from a nearby post simulate: 
the glow of sunlight on the figure. Th 
whole display «is a waluable asset to 
perplexed customers who can’t mak: 
up their minds as to what shoes will 
match their new sports rig. 
* * * 

“Caring for the Feet is better than 

Curing them.” 
(Burt’s Shoe Store, Washington, D.C.) 


* * * 
What’s in a Name 


One of the most important steps in 
preparing to market a product is the 
selection of a suitable name. That 
the name of an established product 
becomes a valuable asset is shown by 
such examples as Pepsodent Tooth 
Paste, Listerine, Life Buoy, Pond’s 
Cold Cream and Smith Brothers 
Cough Drops. 

In selecting a trade name the fol- 
lowing points should be observed: 
It should be easy to remember, it 
should be easy to pronounce, and it 
should have a stimulating psychologi- 
cal effect on the prospective buyer. 
—Joseph H. Belfort in Profitable 
Ideas. 


* * + 


Three Changes Per Week 


Maurice Levy, manager of the Fash- 
ion Bootery, Portland, Ore., has found 
from experience that women like to 
see as many new shoe styles as pos 
sible in the shoe windows, so he 
changes the displays in his store three 
times a week so that window shoppers 
can see all the new Fall styles that 
the store has in stock. Many times 
an office girl or business woman /ias 
her new Fall costume in mind or pur- 
chased and is debating the proper 
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BEST IDEA OF THE WEEK 
THERE ARE NO PROFITS ON RETURNS 


(Lowenstein’s, Memphis, Tenn.) 


O. P. Ideator—*In my visits to shoe stores and de- 
partments I have found that unjustified returns are 
one of the leading troubles of our industry. What luck 
have you had here in Memphis in checking this evil?” 


Buyer C. L. Holifield—“We have developed such a 
clever program for eliminating shoe complaints result- 
ing from improperly fitted shoes that we have been 
running our men’s and boys’ shoe department for three 
years almost completely without returns. In fact, for 
some length of time, the shoe department, although it 
is a volume department, has experienced the lowest 
percentage of returns of any apparel department of 
the store.” 


O. P. Ideator—“Tell us more about this miracle of 
the shoe business.” 


Mr. Holifield—“Good fitting is an essential to a suc- 
cessful shoe department, of course, and we try to make 
sure that no customer leaves our store with an im- 
properly fitted shoe. But, like any shoe department, 
we often run into a customer who selects one style of 
shoe that appeals to him strongly, and demands that 
we sell him a pair even though we haven't his exact 
size—often requesting a size or more too short, too 
long, too wide or too narrow. Then there is the cus- 
tomer who obstinately insists on buying a pair not 
proportioned to his feet, trusting his judgment more 
than ours. For both of these cases we have worked 
out a simple idea which usually prevents them from 
buying the wrong size.” 


O. P. Ideator—“It must be good if it can cover all 
cases.” 


Mr. Holifield—“The plan consists of a permanent 


record of every instance in which a customer tries to 
buy a shoe not recommended, plus the marking of the 
shoe with indelible ink in the customer's presence 
with a symbol indicating a future source of foot 
trouble. For example, when a customer insists on buy- 
ing a shoe which we feel is too short, the salesman ex- 
plains that the store will sell him the shoes, but that 
we must make a record of the sale so that any later 
developments will not be blamed on the store. A card 
is made out with the buyer’s name and the stock num- 
ber of the shoe. Then the underside of the tongue is 
marked with indelible ink with the symbol TS, indi- 
cating too short. If the shoe is too narrow, TN is 
marked on the tongue, and so on for varying discrep- 
ancies.” 


O. P. Ideator—“! suppose the customer is informed 
at the same time?” 


Mr. Holifield—“All this is done in the customer's 
presence. When the customer sees us mark his in- 
tended shoe in this way, he usually begins to feel a 
few doubts, particularly when we explain that we do 
this to save ourselves the cost of replacing the pair 
when it is actually the customer’s fault that they do 
not fit. In 99 cases out of 100, the customer will back 
down when we take the pen in hand to mark the shoe. 
and will switch over to another pair which we recom- 
mend. They are scared to take the chance of throw- 
ing away their money. 

“Making out the card is merely a routine, and it is 
thrown away if the customer changes his mind. Some 
times a customer does insist on taking a pair even 
after there warnings, but NOT ONE PAIR THUS 
MARKED HAS EVER BEEN RETURNED.” 








shoes to go with it. They shop all the 
store windows with this thought in 
mind. So the more styles a shoe store 
can show during a week—especially in 
these important early Fall weeks—the 
more likely the shopper is apt to think 
that a store that features so many 
styles is just the place for them to go. 

The corner shoe window of the 
Bootery features a revolving display 
stand upon which the latest styles are 
shown. This permits the window shop- 
per to see how the styles displayed 
look from every angle. 


* * . 


Autumn Note 


Here’s an idea that we saw recently 
in a New York men‘s shoe shop. The 
Whole front window glass had been 
Covered with amber colored cello- 
phane, giving a mellow tint to an at- 
tractive display of Fall footwear sur- 
tounded by leather skins, shoemaker’: 
benches and shoemaking tools. 


The Regal “Eleven” 


Eleven Regal shoes appear in a row 
across the back of the window of their 
store at 470 Seventh Avenue, New 
York City, and shoe selling copy ap- 
pears below in large type as follows: 

“The Eleven Fall Style Leaders 

That Will be Seen On The Campus 

And In The Stadium At The Coun- 


try’s Leading Universities.” 


As a style note, we might say that 
nine of the shoes are brown, one 
black, one a saddle oxford, and moc- 
casin and plain toes are in preponder- 


ance. 
a: a 7 


Fall Days 


Promotion days for October outside 
of those perennial favorites—Fall 
weather and football: 

October 1—Moving Day 

October 12—Columbus Day 

October 21-27— Better Parenthood 
Week 


Oct. 27-Nov. 2—Girl Scout Week 
October 31—Hallowe’en 
* * * 


Sell Starters for Fall 


Here are a few ad phrases—some 
new, some used—that may be useful 
in store, window, circular and news- 
paper advertising for Fall. 

“Stadium Standouts” 

“For a Crisp Fall Saturday” 

“Point before Touchdown” 

“Look Young and Feel Young” 

“Beautiful Shoes . . . but Moderate- 
ly Priced” 

“Cavalcade of Fall Shoes” 

“October Highlights in Shoes” 

“Essential -for Your Fall Shoe 
Wardrobe” 

“Shoes for a RUGGED Individual” 

“Shoe Specials for Fall” 

“Stadium and Campus Leaders” 

“A STEP in the Right Direction” 

“NEWS in Shoes for Fall” 

“A Comfortable and Beautiful Com- 
bination for Fall” 
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by Army, Air and Civilians 














WINTHROP’S OUTSTANDING 
MILITARY OXFORD 


Dealers near Army posts and Air fields are 
doing a volume business on this topflight shoe. 
Dealers everywhere can now profit by the in- 
creased demand for this smartest military oxford. 


No. 43250 . . Custom Brown Calf 

No. 33250 . . Plump Black Calf 

Full Leather Lined 

10 iron water-resisting outsole 

14 rubber heel 

Advertised in the Army and Navy Register 


Sizes 5 to 12.. Widths A to E.. $4.40. . Terms: 5% 
30 days. Prices subject to change without notice 


IMMEDIATE DELIVERY FROM STOCK 


WINTHROP SHOE COMPANY Division: International Shoe Company SAINT LOUIS 





Pat Your Customer 
In a Happy Mood 


[CONTINUED FROM PAGE 26] 


with its matching chairs completes the 
room furnishing. None of the usual 
type of store furniture is in evidence 
anywhere in the room. 

The brilliant colors of reds, greens, 
orange and blue, which are used 
throughout in the decoration, are taken 
from the season’s multi-colored leisure 
shoes. Samples of all of the types of 
shoes available, playshoes, sandals, 
beach shoes, are displayed on slanting 
shelves at one end of the room, and 


brighily lighted, form a very real part 
of the decorating scheme as well as 
serve the purpose of merchandise dis- 
play. 

The customer reaction to the charm 
and comfort of the room has proved to 
be highly satisfactory. It is difficult for 
even the most hot and exaciing shopper 
to be tense and hurried while she is 
leaning back in a cool metal chair, with 
an ash tray at hand and a brilliant 
variety of attractive merchandise with- 
in eye-view. The air of leisure engen- 
dered by such surroundings creates a 
subconscious playtime mood, and 
promp:s the desire in the buyer not for 
just one pair of play shoes, but for 
several pair. 


With a comparatively small expense 
outlay, but with careful planning an 
attention to details, Hofheimer’s ha 
done an excellent business in a speci] 
type of merchandise and has made 4 
host of pleased and satisfied customers, 


New Style Tendencies 
In Juvenile Shoes 


[CONTINUED FROM PAGE 28] 


it definitely as an extra pairage idea 
for Summer. Such shoes, in his opinion, 
were not sturdy enough for Winter. 
In concluding the meeting, Miss Kerr 
gave a brief summary of colors, leath. 
ers and s.yles. The saddle and lugsage 
colors she considered important for 
casual and sport shoes. Natural tone 
with antiquing would take the place, in 
many instances, of the tans. Yankee 
brown and American tan, men’s colors, 
would be good for boys. Turftan is the 
good basic tan for both boys and girls. 
Girls will wear the “Old Glory” Red, 
White and Blue in the women’s official 
new colors, possibly in fabrics, too. 
Glove leathers may be good for light 
weight constructions. White with tan, 
black patent with elasticized inserts of 
crushed leather, black elk and smooh 
leather. Very little navy, but Airway, 
reflecting the pilot influence already 
noted, will be a special promotion color. 
Elk and elk finishes important because 
college girls have taken them up. 
Saddle oxfords have lost ground a 
little wi.h the college girl because of 
the Norwegian moccasin. Extensions, 
weltings and wheelings look promising 
The average mother thinks the latter 
is a heavy welt sole. Cobbler stitching 
is good. Hard red rubber soles are re 
ported better for boys’ business than 
the crepe rubber. The square toe with 
walled last for girls is better in some 
novelty types rather than in sport 
types. In high fashion the college gir! 
influence seeps down into the children’s 
sizes, an example being the slack shoe 


Brown Interest on Rise 
In Chicago 

Cuicaco, ILL.—Although black suede 
remains the traditional best seller in the 
Chicago area, brown is rapidly becom 
ing the most important color from 
standpoint of interest and demand. In 
fact, the demand for brown is increas 
ing to such an extent that several re 
tailers point to a shortage in som 
materials and types as the season pro- 
gresses. 

Brown is selling well in alligators 
and suedes in sport and rugged type 
for wear with tweeds and casua! sport 
clothes, and in suedes for dressie 
clothes in beiges, browns, and taupe. 

All downtown stores are devoting con 
siderable space to brown, and brow 
shoes have dominated recent f ishion 
shows. There is also a growing cal 
for smooth leathers. 
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Pian for 1941 Middle Atlantic Convention 


Members of Management Committee Guests of President 
Harvey Farr at Lehigh Country Club, Allentown, Pa. 


ALLENTOWN, Pa.—Members of the 
Middle Atlantic Shoe Retailers Asso- 
ciation 1941 Show Management Com- 
mittee were guests of the association’s 
president, Harvey Farr, at the Lehigh 
Country Club, located about five miles 
southwest of here, on Sunday, Sept. 22. 
The day was ideal and the shoe men 
who were present thoroughly enjoyed 
the day. From 10 A.M. until 2.30 P.M. 
different sport events took place. Golf 
was the main feature. The match was 
won by a score of 97 by H. E. Snay- 
berger of the Walkin Shoe Company, 
Schuylkill Haven, Pa. At shuffleboard, 
the team composed of John Storch of 
Newark, N. J., and Robert Hemhauser, 
of Irvington, N. J., was the victor, de- 
feating I. C. Smashey of Salem, N. J., 
and Edward Reineberg, of York, Pa. 

The Shoe Management Committee 
convened at 3 P.M., when plans for 
the promotion of the 27th Annual 
M.A.S.R.A. Shoe Show to be held Jan- 
vary 19-20-21, 1941, at the Benjamin 
Franklin Hotel, Philadelphia, Pa., were 
made. 

A resolution was passed that the an- 
nual business session be in the form 
of a noonday luncheon on Monday at 
12.30. Another resolution was passed 
that the meeting is not to consume 
more than 1% hours of the convention’s 
time and that there will be not more 
than two principal speakers. The names 
of three very prominent men in the 
industry as well as the names of three 
nationally known style analysts were 
nominated as a list from which the 
speakers will be selected. One of these 
is 9 speak on the trends and condi- 
tions of our industry, and the style 
analyst is to give a mental preview 
of 1941. Each exhibitor will be supplied 
vith a liberal quantity of attractive 
stickers announcing the 27th annual 
MAS.R.A. Show. The stickers will 
take the place of the blotters previously 





Dates to Remember 


Monthly Shoe Fair, Michigan Shoe 
Travelers Association, Hotel Stat- 
ler, Detroit, Mich October 7, 1940 

Second Semi-Annual Seasonal Opening 
St. Louis Shoe Manufacturers’ Asso- 
ciation, Hotel Pennsylvania. New 
York November 10, 11, 12, 13, 1940 

Shoe Manvfacturers’ Spring Opening, 
Eugene A. Richardson, Mer., Hotel 
New Yorker, New York City, 

November 10, 11, 12, 13, 1940 

Spring Showing Shoe Manofacturers 
Board of Trade of New York, Hotel 
Vanderbilt, New York 

November 11, 12, 13, 1940 

Boston Shoe Fair, New England Shoe 
and Leather Association, Hotel Stat- 
ler and Parker House, Boston, Mass. 

December 2, 3, 4, 5, 1940 

Annual Convention. National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Illinois 

January 4, 5 194] 

National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....Jaonuary 6, 7, 8, 9, 1941 

Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michican 
Shoe Travelers Club), Hotel Statler, 
Detroit, Mich...January 12, 13, 14, 1941 

Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
eee January 12, 13, 14, 1941 

Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 





used. All of the exhibitors will be re- 
quested to attach a sticker to all of 
their correspondence going out to the 
trade from their office, during the three 
or four weeks preceding the day of the 
show. Each exhibitor will also be fur- 

[TURN TO PAGE 35, PLEASE] 


Indiana Travelers’ “Buyers” 
Week” January 19-21 


INDIANAPOLIS IND.—The Indiana Shoe 
Buyer’s Week, sponsored by the Indiana 
Shoe Travelers Association, will be held 
in the Claypool Hotel, January 19-20 
and 21. Announcement was made at the 
first Fall business luncheon meeting 
held recently in the Hotel Washington. 
Frank M. Brown, time and place chair- 
man made the announcement. Carlton 
F. Klaus, president of the organization 
presided. 

Also at this meeting the following 
committee was appointed to attend the 
executive meeting of the Central 
States Shoe Fair at the Morrison hotel, 
Chicago: C. F. Klaus, president of the 
I.S.T.A., R. Grosskoph, and E. C. 
Smeltzer. The committee will report at 
the next business meeting of ‘the 
Indiana Shoe Travelers Oct. 12. 

The appointment of the conimittee 
was the result of numerous arguments 
from the floor against the movement 
to join the Central States Shoe Fair, 
to be held in Chicago, about the mid- 
dle of June, 1941. : : 


McElwain Adds to Factory 


MANCHESTER, N. H.—A ‘¢ontract has 
been awarded to a local contracting firm 
by the J. F. McElwain Shoe Co. for 
construction of a four-story addition to 
its factory on Silver Street, this city. 

The new structure will be 60 feet 
long and 37 feet wide, and will cost 
approximately $17,000. It will be located 
on the south side of the present factory. 
extending to Somerville Street. 


Shoe Department Wins Award 


Evmira, N. Y.—The shoe department 
of the Empire Clothing Store was re- 
cently awarded a silver cup for the ex- 
cellent retail shoe service rendered their 
customers and for the progressive part 
the firm has played in the growth of 
the community. 





‘YOUR STOCK 
AT ONCE! 
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Fifteen million bowlers swing into action this 
month! Your locality is full of them—and they 
will buy from you if you display ATHCO, long 


recognized as the popular and practical bowling | 


shoes. Made by the largest athletic shoe manu- 


facturer in the country. 


LARGE IN-STOCK DEPARTMENT— 





24-HOUR SERVICE 


20 Better Value Numbers 
To Retail $2.50 to $5.00 


Send for catalog and prices. A free display with 
initial order will start your bowling shoe sales | 
with a bang! 


| 
| 
| 





Adams Heads Shoe Group 
In Relief Drive 


Boston, Mass. — Robert H. Adams, 
Boston agent for Charles Cushman Co., 
with headquarters at 179 Lincoln Street, 
has taken the chairmanship of the shoe 
manufacturers group in the annual ap- 
peal of the Salvation Army. He will 
fortify himself with an aggressive com- 
mittee, aiming to reach the quota in 
record time. 

Mr. Adams is president of the Boston 
Shoe Associates and a director in the 
New England Shoe and Leather Asso- 
ciation. He has been in the shoe busi- 
ness, in which he is well known, for 
twenty years. 


New Selby Catalogs 


New YorK—Two new catalogs of in- 
stock shoes for Fall, 1940, have been 
issued by Selby Shoe Company—the 
Arch Preserver catalog and that of 


Styl-Eez shoes. Both are attractively 
illustrated with photographs of actual 
shoemaking processes in the Selby fac- 
tory, and both show shoes in large clear 
cuts with full descriptions accompany- 
ing them. The Arch Preserver catalog 
includes the Arch Preserver, Active 
Modern and Orthopedic lines. Both are 
printed on heavy coated stock. The front 
cover of the Styl-Eez booklet is printed 
in two colors, with a huge S marking 
the division. 


Heads Vulcan N. Y. Office 


New YorkK—Vulcan Corporation, of 
Portsmouth, Ohio, has announced the 
appointment of R. S. Wentworth as 
designer and stylist in charge of the 
corporation’s New York Style Studio 


R. S. WENTWORTH 


Mr. Wentworth’s background fits him 
admirably for the position, and he 
should be of valuable aid to the cor- 
poration in the creation and designing 
of lasts and dissemination of style in- 
formation to the concern’s customers. 


MISS DORIS RIVOIRE 


During his early business career, Mr. 
Wentworth worked in shoe factories in 
and around Brockton, Mass. He has 
been with Vulcan Corporation for 4 
number of years, starting in their fac- 
tory at Brockton, becoming model-maker 
and later superintendent. For the past 
two and one-half years, he has been 
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CHICAGO, ILL.—Pledging close coop- 
eration between retailer and shoe trav- 
der in presenting a shoe show for 
their mutual benefit, delegates from 
states in this section met at the Mor- 
rison Hotel, September 22, to form 
plans for the first Central States Shoe 
Fair. As part of the official action, the 
date of the Fair was set for June 2, 3 
and 4, and its permanent headquarters 
the Morrison Hotel. Shoe travelers and 
retailers from Illinois, Indiana, Wis- 
consin and Michigan attended the ses- 
sion, which included a dinner followed 
by the business meeting. 

Temporary officers were elected and 
the constitution and by-laws drawn up. 
Each delegate was provided with a 
copy to take back to his local group. 
Roland Lipps, treasurer of the Illinois 
Shoe Travelers’ Association, was named 
general chairman and William Craw- 
ford, of the Illinois Retailers’ Associa- 
tion, and Urban K. Allen, president of 
the Chicago Shoe Travelers’ Associa- 
tion, vice-chairmen. George Slater, of 
the Chicago Association, is executive 
secretary-treasurer. 

The constitution specifies that the 


Throughout the open discussions the 
coming Fair was consistently referred 
to as one in which cooperation between 
shoe traveler and retailer is to be uni- 
fied so that both receive invaluable 
benefits. Mr. Allen pointed out that 
this is not to be a Fair to make money, 
but one in which it will be easy for 
the shoe traveler to show his line and 
for the retailer to buy his shoes, and 
an event where the traveler will “come 
into his own through personal repre- 
sentation.” Rube Metz, a veteran Chi- 
cago retailer, attended and voiced his 
approval of the Fair. 

Attending the meeting as delegates 
were Algot Bowman and W. J. Craw- 
ford of the Illinois Retailers’ Associa- 
tion; O. B. Boyd, secretary of the IIli- 
nois Shoe Travelers’ Association; Ro- 
land Lipps, treasurer of the [Illinois 
Shoe Travelers’ Association; Sid Weber 
and Oscar Thureen, of the Wisconsin 
Shoe Retailers; R. F. Grosskopf, sec- 
retary of the Indiana Shoe Travelers; 
C. F. Klause, president of the Indiana 
Shoe Travelers; L. L. Imig, president 
of the Wisconsin Shoe Travelers; Fred 
Best, of the Morrison Hotel, and Rube 





The unequalled performance 
of comfort and service ren- 
dered by Health Spot Shoes, 
is an unbeatable combination 
for winning permanent cus- 
tomers and building up retail 
profits. 


here's the INSIDE STORY 


The exclusive patented Health 
Spot construction covers many 
outstanding features. 


*The Health Spot Last is 
foot-shape, curved on the 


| fits him a 
Central States Shoe Fair is being run Metz, of Metz Shoes, Chicago. 
_ & under the National Shoe Travelers’ As- 7 : : bottom and rounded at the 
the cor- eh S tha exiiiiienn wast Urban K. Allen, president; Mark heel to follow the normal 
lesigning meaton, an : — ‘see Constantine, vice-president; and George foot. 
7 have a card in that organization. It Slate cin oft Gs Giles Shoe 
-" . > was also emphasized in the discussions ers . —_ og . 2 oo he *The Health Spot patented 
—— that the local groups participating are *'@Velers, were present. Kepresenting wedge innersole built in at 





not to lose their identity. Each state 
local will be host to the other locals 
each year of the Fair, with the Chicago 
group serving in this capacity in 1941. 
The program will include a style show, 
banquet and social activities. 


the local travelers’ groups were Barney 
Coens, Pete Ware, Charles Boss, Sam 
Appel, Joe Messner, Paul F. Schmidt, 
Frank Brown, H. B. Lovall, Norman 
N. Souther, C. R. Howell, Ira Mack 
and William Drummond. 





located in their New York Style Studio 
in the capacity of designer. 

Mr. Wentworth has just completed 
a trip through St. Louis, Milwaukee, 
Ohio, New York, Pennsylvania and 
southern territories for the corporation, 
introducing new styles and working 
with customers on their materials and 
designing problems for the coming sea- 
son. 

Miss Doris Rivoire will assist Mr. 
Wentworth in the New York office, han- 
dling secretarial work and sketching. 
She will also assist in advertising. Miss 


South Main Street, here, by James D. 
Hassen, proprietor. The establishment 
specializes in men’s and women’s shoes. 

Mr. Hassen formerly conducted a 
similar store in the nearby city of 
Dover. His son is assisting him in the 
business. 
De Latte Named Manager 

New ORLEANS, LA.—J. D. De Latte 
has been promoted to the managership 
of the New Orleans Nunn-Bush Shoe 
Store, succeeding J. D. Cargill, Jr., 
who will manage the Nurin-Bush branch 


the inside corner of the 
heel, provides the necessary 
support for holding the heel 
and ankle in natural posi- 
tion. 


*The Health Spot patented 
steel shank, placed toward 
the outer edge of the shoe, 
provides a strong support 
for body weight that will 
not break down. 


*The Health Spot patented 
innersole is shaped to give 
permanent metatarsal sup- 
port and prevent running 
the shoes over to one side. 
Made of thick, mellow 
leather, it will not curl up. 


These patented features, com- 


bined with fine materials and 
high-grade workmanship, 
make Health Spot Shoes the 
best buy. 


Rivoire studied art at Pratt Institute pontng eee 
and, therefore, should be of consider- store in Birmingham. 
able value to Mr. Wentworth in design- 





ing, sketching and art work. 
Mr. Wentworth and Miss Rivoire ex- 


Store Destroyed in Fire 
Waycross, Ga. — Among the ten 


FREE TRAINING SCHOOL 














E tend a cordial invitation to members of ‘Stores destroyed by fire here on Satur- 

the shoe fraternity to visit them at the day, September 14, was the Roberts Prepare yourself for a happy, 
eer, Mr. Style Studio of Vulcan Corporation, Shoe Store. The store was located in profitable experience selling 
tories in at 19 West 34th Street, New York City. the Southern Building, built in 1892, Health Spot Shoes. Write for 
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n for & in the city. The entire block was de- 
air tee Hassen Opens New Store stroyed with a loss of $500,000 in one MUSEBECK SHOE COMPANY 
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Children's Shoes 
Dr. C. A. Haines 
Shoes for Children 


IN STOCK 


to retail 


white ein 
Mfrs. 
Chicago 


SUPERIOR SHOE CO., 


508 S. Peoria St. 

Ameen gon Gg "6 Aree Bon. 

} ° \ Bros. & Ce., 

ai WwW. Notteren st, 119-121 £. Columbia St., 
Detroit Fort Wayne, Indiana 

Jayson Shee Co. . . . Les Angeles, Cal. 
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Dancing Shoes 


— 


> @ Selva Leader 


Tapstar 


new offer by SELVA 
—world 
facturers of dance foot- 
wear and taps. 


famous manu- 


flexible tap shoe equipped with profes- 
-the-toe alumioum taps and full 
luminum jingle taps. 8 te 2, 

- $1.50. 12% te 3, A, B, C. $1.55. 

8, A, B, C..$1.60. Samples on 


SELVA taw'son's, uve 








Wichita Store Installs 
New Lighting 


Wicuita, KAN.—Head’s Shoe Store, 
123 E. Douglas Ave., Wichita, has just 
completed the installation of a complete 
system of fluorescent lighting. 

One of the city’s pioneer shoe out- 
lets, Head’s this year is celebrating its 
30th anniversary. The new lighting 
system is the completion of remodeling 
during the last year. The store now is 
considered one of the most up-to-date 
in the Middle West. 
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E. T. Wright Co. Outlines 
New Ad Program 


ROCKLAND, Mass.— An advertising 
campe gn with a new theme and far 
broader in scope than in years past 
was cescribed and interpreted to a 
gathering of the E. T. Wright & Com- 
pany salesmen on the last day of their 
annual convention held recently at the 
plant in this town. 


jJ. A. MUNRO 


Treasurer and General Manager 
E. T. Wright & Company 


Because of the increasing tempo of 
business, due largely to the armament 
program on which the country has em- 
barked, and because increased business 
means increased activity on the part 
of the individual who is striving for 
success, the new Wright advertising 
campaign is built around the slogan: 
“Wright Arch Preserver Shoes For 
Active Men.” 

At the meeting in question, the en- 
tire day was devoted to the campaign, 
chief among the speakers being J. A 
Munro, treasurer and general sales 
manager, who told what the campaign 
will accomplish; Joseph L. Badger, of 
the Badger and Browning advertising 
agency, who described the campaign in 
detail; and Leo McCarthy, advertising 
manager, who interpreted the campaign 
in terms of its benefit to the retail 
dealer. 

Another full day, earlier in the 
three-day conVention, was spent by the 
salesmen in the factory where they 
familiarized themselves with the new 
Donovan Process of shoemaking — a 
process which reproduces in the shoe the 
exact lines of the last over which the 
shoe is made. This process is beneficial 
in particular to the Arch Preserver 
line, in which hair-breadth measure- 
ments in arch fitting are insisted on. 
At this meeting, over which A. W. Don- 
ovan, president, presided, it was an- 
nounced that four new patents have 
been granted to E. T. Wright & Com. 
pany. These patents cover not only 








EASIEST 
TO SELL 


are the customers who know and 
respect the brand on your mer 
chandise. Whert you carry Mrs 
Day's Flexible Walking Shoe 
. . « first sizes after baby shoe: 
. . « thousands of parents have 
learned that the IDEAL trade 
mark stands for value and de- 
pendability. They readily buy 
the shoes which carry such o 
brand .. . help you establish o 
new source of business for your 
juvenile department. Capitalize 
on the high reputation and con 
sumer preference which years of 
leadership have established by 
carrying Mrs. Day's Ideal Flexible 
Walking Shoes. 





MRS. DAY'S 
IDEAL BABY SHOE CO. 
| 

| 

| 


| DANVERS, MASS. 
improvements in the Arch Preserve! 
line of shoes, but also shoemaking proc- 
esses used in manufacturing them. 

At another meeting, under the direc- 
tion of Mr. Munro, new styles for late 
Spring and early Summer selling were 
described, the accent being placed on 
colors and patterns evolved for use ir 
casual footwear for Summer wear. The 
entire line was ably analyzed and stress 
was laid on the importance of the stock 
department in which is carried Arch 
Preserver shoes with a retail value of 
half a million dollars. 

In addition to addresses by execu- 
tives of the company, the salesmen 
heard from Arthur D. Anderson, editor 
of Boot AND SHOE RECORDER, and from 
representatives of Time magazine, Ee 
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Workshoes 
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STEEL TOE 
Stee! Safety SAFETY SHOES 


Carried in Stock 
GOODWILL SHOE 
co! NY 


MPA 
Jveion Made Holliston, Massachusetts 
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Moccasins 
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MOC-ABOUTS 


Ot at U. S. Pat. Of. 
ia'Siock ter Men & Bove. 














Process. 
$1.15. Tormes/30. 
NASHUA SLIPPER CO., Lowell, Moss. 
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Soles and Heels 
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LITHOX EXTRA WEAR SOLES 
LITHOX CORD SOLES AND HEELS 


The popular Soles and Heels 
because of Quality and Price 
THE LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 
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Bowling Shoes 


6 4, Oe eee 


PROFESSIONAL 
BOWLING SIIOES 


Men's Men's Women's 
Bal x! 
$2.45 
Combination Sole 
Right Foot 
Rubber xole 
Rubber Heel 
Foot 
Buckskin sole 
Ru Liee! 
wet SHOE MFG. CO. 
Swanton & Ritner Sts., Philadelphia 








Qtire, Fortune and the Christian Sci- 
ence Monitor. 


At the close of the convention, the 
salesmen left for their respective ter- 
titories. Many have since reported that 
dealers are enthusiastic over the new 
advertising campaign. 


Williams Named DePinna 
Shoe Buyer 


New York—Harold Williams, well 
known in the shoe trade in ‘this city, 
has recently been appointed buyer and 
manager of all shoe departments at 
DePinna’s Fifth Avenue store, here, 


HAROLD WILLIAMS 


taking the place left vacant by W. B. 
Triplett, who recently left to take over 
the duties of women’s shoe buyer at 
the White House, San Francisco store. 

Mr. Williams was previously with 
the A. S. Beck Company and previous 
to that was head of the Jay-Thorpe 
shoe department and for many years 
was buyer and manager of the shoe 
department of Bergdorf-Goodman. 

As the majority of his experience has 
been with quality lines, Mr. Williams 
is well qualified for his new position 
with this well-known Fifth Avenue 
style store. 


Bronze Lizard Successful 
Coast Promotion 


Los ANGELES, CALIF.—The J. W. Rob- 
inson Co. original promotion of “Beetle 
Bronze” Lagarto Lizard (alligator liz- 
ard) has proven to be one of outstand- 
ing interest to buyers of fine footwear. 
This is the first time in shoe history of 
a bronze color being offered in any 
leather, other than kidskin. Included 
in the pattern selection are five num- 
bers in pumps, step-ins and sandals, 
all open toes, of course. Shoes retail at 
$14.75, with a matching bag at $12.75. 

Quarter-page ads were used in the 
local newspapers which were backed by 
full pages carried in the national con- 
sumer publications. . Newspaper copy 
read, “You’ve seen bronze kid, but this 
is the first season anyone has seen 
bronze lagarto lizard. Beetle bronze, 
a glittering shade with an almost irides- 
cent quality, is wonderful with black, 
brown, green and intermediate tones.” 
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bene thet handful ¢. L. cus- 
you used to 
sing was a fad. Today, <*> 
people are taking to the aa 
with their reater pretence comes 
@ surer knowledge of what equipment 
to —_ oe can make certain of satis- 
fyi rticular customers by 
stoc MY Bass Ski Boots. Made 
of the finest leathers, with sturdy con- 
struction, and style to boot, Bass Boots 
are what your smart skiers want. r. 
tcard to G. H. Bass & Co., 


Wilton, Maine, will bring FREE 
illustrated catalog of the famous Bass 


Outdoor line. 
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HIE MORE 


SHOES A, E OR SHORTER MEN 
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THEY seas OTHER SHOES 


s 
TO RETAIL PROFITABLY AT 
$12.50 UP 


Benshed by 0. T. Cole 
COLE ROOD & HAAN CO. 
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Ballet Slippers 
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; 5 PRerEseIonaL BALLET — a : 


SOFT TOE ballet, elk sole 9c pr. 
HARD TOE, a black, white satin = om 
SANDAL, fawn or pearl suede 

Write for pt nar a 


AMERICAN TOE snes co. 
152 West 44th St. .c. 


Le ili edie elaine nadie anal all 
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TRAIL MAKER MOCCASINS 
fer MEM, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 
om 
18 STYLES 
IN-STOCK 
4U pepalar colors 
and combinations 
SEND 
FOR CATALOG 
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Thompson Named Selby 
Mid-West Representative 


PoRTSMOUTH, OHIO— The Physical 
Culture Shoe Division of the Selby Shoe 
Company, Portsmouth, announces the 
appointment of James R. Thompson as 
sales representative for the Middle 
West territory. 


JAMES R. THOMPSON 
Well known in the trade, “Jimmy” 
Thompson was formerly associated with 
Keith, Keith & McCain of Rockland, 
Mass. 


X-RAY Fitting 
better than “’Sales Talk”’ 


The foregoing statement is 
taken from a letter written by 
a successful shoe merchant 
who has used X-Ray Fitting for 
over 10 years. 
You, too, can use an X-Ray Shoe 
Fitter to build a more profitable 
business. Why not start now? 
Buy your ma- 
chine “‘out of in- 
ventory” on our 
liberal E-x-t-e-n-d- 
e-d Terms. Write 
today for details. 


X-RAY SHOE FITTER, Inc. 
3533 North Palmer Street + Milwaukee, Wis. 











Soft, Pliable Leathers, New Finishes Shown 





Exhibits at Tanners’ Spring Opening Reveal Interesting New 
Developments, Both for Casual and Dressy Shoes 


New YorK — Every manufacturer 
and buyer of women’s shoes must have 
been impressed with two things at the 
recent Leather Show. First, the num- 
ber of beautiful, pliable leathers that 
had been tanned especially for the 
constantly growing play shoe and bag 
market; second, the development of 
some unusually isteresting and lovely 
finishes for dressy shoes. 

In the play shoe, or casual group 
the softness and suppleness of the new 
leathers is especially to be noted. Their 
durability is also important. The 
casual shoe has grown to be more than 
a beach or house sandal. It has to 
take plenty of tough wear. Tanners 
are supplying crushed and grained 
leathers and novelty prints, as well as 
some genuine reptile, for this type. 
Reverse leathers will, of course, con- 
tinue to be used in these shoes, but the 
news is in the other surfaces just men- 
tioned. Surfaces as supple and soft as 
the best tannages can make them are 
intended for use in popular unlined 
casual shoes. A slightly stretchable 


leather and a boarded side leather for 
casual shoes are two other new devel- 
opments. 

Highly important also are the rep- 
tile grains. These are often given an 
antique finish. The effect on a light 
beige alligator print is very striking. 

Several novelties are carry-overs. 
There is a surface which gives the ap- 
pearance of a huarache sandal made of 
woven strips of leather. And there is 
a finish which simulates cork. 

The importance of the beige, tan, 
brown color family is very marked in 
the leathers just discussed. The saddle 
or luggage colors are well represented 
and look exceedingly smart. Many 
other colors are, of course, shown for 
casual shoes. The patriotic “Old Glory” 
trio, Toffee Tan for all-over shoes and 
Turftan for trim on white, Varsity 
Green and Airway Blue. Special pro- 
motion colors will, of course, be de 
veloped as time goes on. Some varia- 
tions on the official Patio Beige and 
the official tans are already on the 
market. One tanner of alligator calf 
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TAYLOR-MADE 


advertisement 
OCTOBER 7 
. 


Increased national 
advertising . . . typical 
custom grade styling 

. -- improved stock serv- 

ice resulted in better 
than a 30 per cent in- 
crease in the sales of 
Taylor-Made Shoes in the 
past three months. Proof 
that Taylor-Made dealers 
made more sales... more 
profit. You can do better 
with the Taylor-Made line, 
too. Write to-day! 


E. E. TAYLOR CORP. 
BOSTON MASS. 


O-SO-EZ-E STYLE 3015 


e 
PROOF THAT CUSTOM 
CHARACTER NEED 
NOT BE EXPENSIVE 





has a very successful cocoanut shade; 
another has several new light shades 
which he shows with antiqued finish. 

Just one more word about colors. 
The blue family is so important that, 
besides the official three blues, one pro- 
motion blue has already begun to show 
strong acceptance. “Soldier Blue” they 
are calling it because of its slightly 
greyed cast and it was shown in both 
suede and slossy surfaces. It was dis- 
cussed at the Style Committee meeting 
on women’s shoes and one kidskin tan- 
ner, in particular, reports great inter- 
est in it. 

The other important new develop- 
ment which we noted at the Show was 
the group of new finishes for more 
formal shoes. First of all, there are 
the bronze finishes on calf, on kidskin 
and—new and a great surprise—on 
genuine alligator, alligator print and 
patent leather. The effect varies to a 
marked degree on the three different 
leathers. 

Bronze kidskin is the classic and ac- 
cepted. But here, too, there are some 
new ideas. A new kind of bronze on 
ealf is guaranteed by one tanner to 
Tfetain its original color. It has already 
found its way into tailored and spec- 
tator types combined with brown suede 
for the town and with a very light 
chamois colored suede for the spec- 
tator shoe. 

Bronze alligator and alligator lizard 
—teal or calfgrain—-presents a dif- 


ferent effect due to the uneven surface 
of the leather. In one instance a special 
process gives a pearly finish which is 
most unusual. 

Two of the most exciting experi- 
ments with colors and new treatments 
for dressy shoes were two exhibits of 
patent leathers. One tanner has given 
a bronze finish to his patent leather 
and the result is exceedingly beautiful. 
The other is net a bronze finish, al- 
though that is expected to follow later. 
It is, for all practical purposes, the 
result of laying Nylon over patent 
leather. The finish is composed of 
coal, water and air, just like Nylon, 
and the appearance is lustrous and 
very fascinating. It has been made 
with the idea of a new leather for 
evening and dressy resort sandals. 

Among the many pullovers shown at 
the Waldorf, casual and play shoes 
claimed a good slice of attention. We 
were interested to see another trend, 
however. In several booths the cowboy 
boot emphasized the new All-American 
theme in fashions. Two little boots, 
made of fine smooth kidskin and de- 
signed for dude ranches, were especial- 
ly charming. 


Children’s Store Celebrates 
First Anniversary 


JACKSONVILLE, FLA.— Junior Foot- 
wear, Inc., 205 Laura Street, celebrated 


its first anniversary, recently. It is 
owned and operated by Spencer Ladd, 
assisted by John Hartley, and carries 
a complete line of fine children’s shoes. 


Memphis Store Reopens 
In New Location 


MEMPHIS, TENN.—The Walk-Over 
Shoe Store has opened in its newly- 
modernized location at 42 South Main, 
almost directly across the street from 
the old location of 45 Main Street where 
the store has done business for 10 years. 
M. S. Lary, manager, said the move to 
the new and larger quarters is the first 
which the parent company has author- 
ized in a number of years. The new 
location has been completely remodeled 
for the shoe firm. A modernistic front 
with rounded glass show windows has 
been completed, latest developments in 
store fixtures and decorations have been 
installed, and the entire store is air con- 
ditioned. A feature of the decorations 
is the rare Tioga wood with which the 
interior is trimmed. 

In charge of the office is Miss Marie 
Alsup, Miss Harriet Leppertis heads the 
hosiery department, William Bird man- 
ages the men’s department, Kendall 
Hunter is the newly-added children’s 
shoe manager, and Eddie Shumard is 
display manager. 
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How One Department Can Help Another 


[CONTINUED FROM PAGE 21] 


small touches to brighten things up. 
Vases of artificial flowers or leaves, he’s 
found, will do wonders at little expense. 
Recently he had his basement chairs re- 
upholstered. A group of 12 chairs were 
done in a mottled dark green, 12 in 
moitled wine, 12 in red, others in brown 
and ecru. The bright spots of color 
pepped up the room amazingly. 

Grauel encourages his clerks to take 
pride in the downstairs store, and to 
give him suggestions for improving its 
appearance. At a recent staff meeting, 
he told them he was looking for mais 
to use under new models on display. A 
clerk suggested getting pieces of carpet 
at a rug store nearby—samples, with 
bound edges that the rug company had 
used to show customers. He could get 
ten of them for 59 cents apiece, he 
said. “Go ahead, get them!” encouraged 
Mr. Grauel. “If they don’t work, we'll 
only be out $5.90.” 

The carpet samples turned out to be 
exactly right. Mr. Grauel got good dis- 
play mats cheap—and his clerk had the 
satisfaction of seeing his suggestion 
used. 

Prestige of the downstairs store is 
also helped by the fact that it doesn’t 
carry shoddy shoes. The regular line 
of dress shoes is $5—no less. Mr. 
Grauel used to have a line of dress 
shoes at $4, but he’s closed them out— 
he doesn't find it nccessary to grade 
down that far. He has a line of sport 
shoes at $3, and some Spring play shoes 
at $2—but that’s as low as he goes. 

His advertising, too, emphasizes both 
the first floor salon and the downstairs 
store. He spends more on newspaper 
advertising than any other shoe store 
in town, but he finds it very much 
worthwhile. 

At the beginning of the season his 
high style ads, most of which are pre- 
pared in St. Louis, picture just one, or 
occasionally two related models. They 
run two columns, six to eight inches. 
He prefers running several of these 
block ads on different pages of an issue, 
rather than concentrating on one big 


ad. Sometimes he may have ten ads in 
one paper during a single week, scat- 
tering them two a day, Monday through 
Friday. 

The ads stress new style trends, such 
as wood carver wedge heels, or Lucite 
heel and trim. “Look for the Silver 
patent Lining in the Double Wing Bow 
of this Couture D’Orsay,” reads one 
typical ad, adding the catch phrase: 
“We ‘Cross your path with Silver.’” 

These block ads, which tell one story 
at a time, are effective in several ways. 
They give a check on the appeal of 
new styles, through the number of cus- 
tomer queries resulting from each ad. 
Sometimes a surprising number of 
women are attracted by a particular 
style, and walk into the store demand- 
ing it. 

Besides, the distinctive, uniform ads 
are the best sort of institutional adver- 
tising. Through their “news-flash” 
angle, they keep reiterating the idea 
that Thomas’s get the new s.yles first. 

Mr. Grauel also reiterates at the bot- 
tom of each ad, whether for street floor 
or downstairs stores, the slogan: “It’s 
John W. Thomas & Co. for Beautiful 
Footwear.” He pounds in this slogan 
constantly, not only in ads but in talk- 
ing cards for table and window dis- 
plays. 

“In many women’s minds, our store 
has become synonymous with beautiful 
footwear,” states Mr. Grauel. “More 
than once I’ve had a customer repeat 
aloud that slogan when she sees it on 
a display card in our store, then turn 
to me with a smile, and say, ‘That cer- 
tainly is true, isn’t it?’” 

Mr. Grauel is the only Minneapolis 
shoe man whose advertisements appear 
frequently in the daily newspaper of 
the University of Minnesota. Now and 
then he suggests to the daily’s adver- 
tising solicitor: “Send around one of 
your journalism gals, and have her 
write some ads for me.” 

He gets some clever ads this way, 
ads that have plenty of drawing power 
with the coeds. He also gets some good 


advice from the feminine journalists on 
what the coeds are wearing, and what 
shoe styles appeal most to them. 

Cooperation between the two shoe 
departments at John W. Thomas & Co 
extends also to the personnel. Weekly 
staff meetings are attended by both 
street floor and downstairs clerks. They 
work together during busy periods 
When the downstairs department is 
rushed, a buzzer sounds upstairs, and a 
clerk goes down to help out during the 
rush. 

Downstairs men come up to the 
ground flocr for at least half an how 
a week, to get familiar with the stock 
Thus, they learn the new styles, and 
are able to tell downstairs customers 
when they have $5 models with the style 
fea.ures of the higher-priced shoes up 
stairs. 


One-Man Shoe Department 


A Success 


Los ANGELES, CALIF—A one-man 
shoe department opened in the street 
floor sportswear department in the 
Bullock downtown store is proving to 
be a successful innovation. In this in- 
timate department, just a few well- 
chosen types of spectator sport shoes 
are stocked, shoes that are in keeping 
with the sports clothing sold all around 
this island department. Many sales arc 
saved, as patrons do not all have the 
time or inclination to visit the several 
major shoe departments in other parts 
of the store. A. W. Storm, formerly 
motion picture studio specialty shoe 
salesman for Hollywood stores, is the 
“salesforce.” 


Correction 


In a news item on page 47 in the 
September 14 issue it was erroneously 
stated that H. P. Direnfeld, who was 
named manager of the Nobil Shoe Store 
at Sharon, Pa., was formerly manager 
of the Pontiac, Mich., store of the com- 
pany. Mr. Direnfeld was actually as- 
sistant to Clem Schneider, manager of 
the Pontiac store. 











Sales experts are unanimous in 
emphasizing POINT-OF- 
SALE as the most important 
(link in the entire chain of 


merchandising. 
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Shoe Insulation 
Featured in Ad 


New York—“A new kind of interior- 
design . .. modern insulation that 
cushions you against sidewalk shock, 
actually protects you against heat, cold 
or dampness.” 





Beawit Teller 











Thus Bonwit Teller, famed for high 
style shoes, tells the public in a news- 
paper ad about the inside construction 
of a new Palter DeLiso series. The 
insulation feature, known by the trade 
name of Onco Insole-ated, is designed 
to absorb sidewalk shocks, resist the 
penetration of heat, cold and dampness, 
and permit the foot to breathe. The 
fact that it is being used as a selling 
theme for high style shoes is of special 
interest as an indication of a new rec- 
ognition by the retailer of the impor- 
tance of the built-in parts of the shoe 
and a belief on the part of the merchant 
that consumers will be receptive to 
such promotions. 


Albert G. Peters 


OAKLAND, CALIF.—Albert G. Peters, 
68, veteran Oakland merchant, and 
president of Peters Brothers shoe 
stores, died in an Oakland Hospital 
after a long illness. He had entered 
the hospital a short time ago for treat- 
ment and observation of a heart ail- 
ment. 

Mr. Peters was one of the pioneer 
shoe merchants of this city, starting 
in business here 27 years ago in a small 
shop at 412 12th Street. The business 
grew and expanded, and the firm now 
has two modern downtown stores. 

He is survived by three brothers, 
Clarence E. Peters, vice-president of 
the firm; Edward L. Peters, secretary, 
and Otto Peters, and a sister, Mrs. H. 
L. Hansen, of Wauneta, Neb. 

He was active in community affairs 
and belonged to a number of civic and 
fraternal organizations. 
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Display Ideas For Autumn Promotion 


[CONTINUED FROM PAGE 19] 


several shoes in correct harmonizing 
shades may be grouped. 

Pennants may also be cut from glazed 
or suede surfaced papers to use as wall 
decorations in the window and in the 
store. Using one letter in place of the 
whole school name saves a lot of work. 
Pennants used flat against a back- 
ground may be finished off at the broad 
end wi.h strips of paper the same color 
as the letter. A group of these pennants 
may be used to spell out display captions 
such as FOOTBALL FASHIONS. Done 
in costume colors and shoe colors 
against a tan background, with crysan- 
themums in natural shades, and brown 
plateaus for shoes the effect will be 
arres.ing. 

Very smart and easy to install is a 
diamond-shaped plaque of Upson board 
with beveled edges, painted in school 
colors, one on the main surface and the 
other on the edges. Place a large clus- 
ter of Fall foliage and flowers on the 
panel, together with a megaphone and 
a cut-out football. Tie it up with rib- 
bon in school colors. It can be prepared 
in advance and simply hung up in the 
window or in the store. Another variety 
of the same theme is to make the 
plaques smailer and use them as a 
border or an all-over design for the 
background. 

Another effective idea is to use a 
large megaphone which may be made 
of heavy paper; fasten to the wall and 
insert a sheaf of bare Fall branches to 
which a number of small footballs have 
been attached. 

For your show cards and ad head- 
ings, the following suggestions: 

New contestants for gridiron glory, 
and stadium standbys. 

Shoes that will go to games and hold 
their lines. 

Stadiums will be more colorful than 
ever. 

Our football fashion line-up. 

Colors bright as pennants; stimu- 
lating as a cheer. 

Warm enough for windy stadiums. 

New in detail, but retaining classic 
simplicity. 

Point-scoring styles for the football 
season. 

Buoyant, youthful styles for hours of 
glamorous gaiety. 

Styled with swank and swagger for 
your smart spectator costumes. 

Casual, clever, crisp—all that a 
smart sport shoe should be. 

Keen as exhilarating Autumn days. 

Shoes that score in the grand stand. 

Shoes to wear with spicy Autumn 
costumes. 

If you have facilities by all means 
play up “The Football Weekend”—the 
day of the big game, that night, and 
on through Sunday. That means she 
will want those semi-sturdy styles that 


set off the wool dress, or the fur coat; 
sandals or pumps for a Sunday after- 
noon, at the club or at a fraternity 
house party; and, of course, evening 
slippers. The wardrobe idea is always 
productive of extra sales—and especial- 
ly so when girls from coast to coast are 
planning such important outfits as 
their wardrobes for football weekends. 


August Production Down, 
Tanners’ Council Estimates 


New YorkK—Shoe output in August, 
according to the Tanners’ Council esti- 
mate, amounted to 39,000,000 pairs. Al- 
though this was the highest volume 
reached in 1940, it was 11.8 per cent 
under the record production of August, 
1939, when output reached 43,946,000 
pairs. Production for the first eight 
months this year amounted to 264,995,- 
000 pairs, compared with 289,237,000 a 
year ago, or a decline of 8.4 per cent. 
Shoe trade quarters point out that buy- 
ing up to September was more cautious 
than a year ago. However, in view of 
excellent retail sales, it is believed that 
production will have to be maintained 
over the balance of the year with less 
than the usual seasonal decline. 

Based on preliminary reports from 
shoe manufacturers, it appears that 
September shoe production will ap- 
proximate 36,000,000 pairs. This would 
be almost equal to September output a 
year ago of 36,807,000 pairs. Reports 
from shoe centers indicate greater or- 
ders in the past two weeks and the 
foregoing preliminary estimate for Sep- 
tember may therefore prove a minimum. 

Comparative totals for 1940, includ- 
ing estimated output in August and 
September, and for previous years, are 
as follows: 1940 (est.), 300,995,000 
pairs; 1939, 326,044,000 pairs; 1938, 
295,692,000 pairs; 1937, 340,522,000 
pairs; 1936, 311,587,000 pairs. 


Lober’s Completes 
Army Store Opens 


MANCHESTER, N. H.—A_ Lynch's 
Army Stores esiablishment has been 
opened in an attractive location at 776 
Elm Street, this city, with a shoe de- 
partment which features Endicott- 
Johnson shoes and U. S. Rubber Co. 
footwear. Dexter Gould is the manager. 


Young Manages New 
Nobil Store 


KALAMAZOO, MICcH.—Nobil Shoe Co. 
has opened a modern shop at 210 E. 
Burdick St. R. E. Young is manager. 
Mr. Young was manager of the shoe 
department in a local department store 
for six years. The new shop will carry 
shoes for the entire family. 
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SALESMEN WANTED 


FOR SALE 


POSITION WANTED 











SALESMAN WANTED IN MISSIS- 
SIPPI to represent distributor of High 
Styled Popular Priced Line of Ladies’ 
Novelty Footwear. Large volume of 
business established. A real connec- 
tion for a Live Wire Salesman. When 
replying, state age, recent connections 
and amount of road selling experience. 
Address 897, care BOOT & SHOE nqpogees 
100 East 42nd Street, New York, 








FOR SALE 
$1,000 buys beautiful fixtures, good- 
will. Store handling women’s, chil- 
dren’s, men’s better grade. Established 
27 years. Stock optional. 
ORTHOPEDIC SHOE STORE 
2335 Broadway, New York City 











REARSeeCrUsee who makes a complete 
line of men’s and boys’ work and service 
shoes wants experienced salesmen to sell the 
department stores and retail trade. When in- 
quiring state full particulars and territory cov- 
ered. Territory open—Most states west of 
Mississippi; also Ohio, Maryland, Delaware, New 
ersey, western New York, assachusetts, 
hode Island, Connecticut, Virginia, Illinois, 
Washington, D. C., western Pennsylvania. Ad- 
dress $875, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


N UNUSUAL OPPORTUNITY for the 

right party to purchase a well established 
family shoe store, operating for the past 75 
years in a good city of 17,000; good location; 
low rental; small amount of cash required; 
Good reason for selling. A rare opportunity 
for locating in a good community. No brokers 
or auctioneers. Address $901, care Boot & Shoe 
Recorder, 209 South State Street, Chicago, III. 





BOSTON WHOLESALER HAS TERRI- 
By! OPEN commission Salesman, Men’s 

nd Boys’ shoes, Rubber Footwear, New Eng- 
land territory. Address £893, cate Boot & Shoe 
peruse ler, 100 East 42nd Street, New York, 





ALESMEN wanted for all territdties to sell 

on commission basis a strong line of misses’ 
and women’s sport shoes. Outstanding styles 
and values for $2.00 retailers. All shoes in 
stock. d complete information including 
present line and territory, references and photo. 
Address 3894, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 





T° carry complete line of house slippers for 
men, women and children; commission basis. 
Give and get full information fitst letter. Ad- 
dress 2899, care Boot &- Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





WANTED—SIDELINE SALESMAN to sell 
only better grade accounts men’s fine sandals 

and slippers; give references and name of line 

now carried. Address Box £896, care Boot and 

nag Recorder, 1627 Locust Street, St. Louis, 
0. 


- BUSINESS OPPORTUNITY 





(NEW YORK) 
5TH AVE. SHOE SHOP 
WITH NATIONALLY KNOWN NAME 


Seeks Connection With 
LADIES’ SHOE MANUFACTURER 
or WHOLESALER 


} can ire of ah 30,000 to 
aD gree shoes annually, 
roy "retail at $5 u 


Address 900, care 
BOOT & SHOE RECORDER 
100 East 42nd Street 
New York, N. Y. 


ARTNER WANTED with several thousand 

dollars in established factory making men’s 
house slippers and beach shoes. Address $898, 
care Boot Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





FOR LEASE 





ADIES’ SHOE DEPARTMENT TO 

LEASE in beautiful, modern Ladies’ Ready- 
to-wear and Accessories store in town with 
drawing of 75,000 population. Department and 
store locations 100%. Store location established 
since 1907. Address $902, care Boot & Shoe 
ee 100 East 42nd Street, New York, 





HELP WANTED 





SSISTANT BUYER AND MANAGER for 

women’s and children’s higher grade Shoe 
Department in Wilmington, Del. Must be ag- 
gressive and have keen style knowledge and 
possess leadership in instructing and developing 
salespeople. In reply give age and full descrip- 
tion of business experience. Address P. O. Box 
870, Wilmington, Be 





AVAILABLE 


1. A Man of unusual experience. 
Conversant with factory costs, 
styling, etc. 

3. Has very close contact with coun- 
try’s largest and leading Shoe 
Distributors. 

Has exceptional sales record. 
Well qualified as a Sales Manager. 
Would consider becoming asso- 
ciated with an Institution that 
wants to show a profitable sales 
increase. Can furnish most satis- 
factory references. 


Address 892, care BOOT & ones. aypegees 
100 East 42nd Street, New 














SAL JESMAN OR MANAGER, Over 15 years’ 

experience in the managing and sale of 
high-grade footwear, especially of corrective 
type. Will be willing to begin a Corrective 
Department if necessary. Address %895, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





RTHOPEDIC SHOEMAN, 29 years old, 

14 years’ experience. Thoroughly acquainted 
with the mechanical and sales end, wants change 
in position. Address $903, care Boot & Shoe 
sree, 100 East 42nd Street, New York, 
a. A 








LINE WANTED 





ALESMEN—with many years’ experience in 

New York State and City; New Jersey; 
New England, contacting retail shoe stores and 
departments, wishes to represent shoe manu- 
facturer in that territory. Has sold Men's, 
Women’s, Children’s shoes. Knows the retail 
trade thoroughly. Last connection 16 years. 
Excellent references. Ready to go. Address 
2890, care Boot Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





EN’S LINE WANTED: Experienced 
salesman who has had for some years 
represented men’s better grade lines in Middle 
West territory and Pacific Coast territory, is 
desirous of securing the representation of 4 
smart line of shoes for the coming season. Has 
intimate acquaintance with the best buyers and 
can furnish best of references. For further 
rticulars Address $891, care Boot & Shoe 
ecorder, 100 East 42nd Street, New York, 








mum charge, 75 cents. 


address should be counted. 





When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Gipestied advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 
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WANTED TO PURCHASE 





MERCHANTS’ NEEDS 





—— 


SHOE STORES WANTED 
FOR CASH 


retailing men’s, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual references on request. 








Buyers of Surplus Stocks 
we will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








BUYERS OF 


amped 02s yg 
SURPLUS STOCKS 
We buy for cash ~ gg or ap shoe stocks. 
Branded or unbra reus price: 
Write, ohee > onene. 
BARSH & CEASAR 
14 8. ‘vase St. Philadelphia, Pa. 
hone Market 913 








WEBUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick. Vital- 
ity, Arch Preserver, Queen Quality. Bos- 
tenians, Stetson, Red Cross, Nunn-Bush, hte. 

iBVIN RUBIN 
he House of Jobs’ 
S89 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 














Correct Care of Suede 


BALTIMORE, Mp.—The desire by wo- 
men for suede footwear has always been 
greater than the sale of suede footwear, 
according to J. V. Lobell, president of 
the Cavalier Corporation, and the 
cause, in his opinion, is failure on the 
part of the shoe retailer to understand 
that suede is the name of a finish only, 
and for women’s good shoe purposes is 
generally made of calf or kid. 

The center of each of these skins is 
closely knit, strong and even-fibered, 
and tends to become loose-fibered to- 
ward the sides, butt and neck. Loose 
fibers absorb color differently from the 
back, giving to the one skin, if straight 
dyed, several shades of the same color. 

requires matching skins for color 
as well as texture, and makes for ex- 
pensive cutting and pairing. 

To offset these costs, the shoe manu- 
facturer has insisted that the tanner 
make the whole skin an even color, thus 
necessitating the application of a pig- 
ment finish over the entire surface, 
giving to the nap an even color through- 
out. 

While this pleases the shoe manufac- 
turer, as well as the shoe merchant, the 

wearing the shoes may find upon 
deaning them, with either wire, rub- 
ber-toothed brushes or even sponge rub- 
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ber, that the color becomes dingy and 
dull. 

To overcome this condition, with cor- 
respondingly greater sales, means that 
the shoe merchant should, at the time 
shoes are sold, insist that the customer 
purchase the scientifically correct clean- 
er to care for the shoes. Women will buy 
without urging, if shoe men will give 
them a chance, Mr. Lobell maintains, 
and that means more shoes sold right, 
with greater profit and fewer adjust- 
ments. 


Leopold Resigns from 
Physical Culture 


New YorkK—Louis A. Leopold, for 
the past five years with the Selby Shoe 
Co., has resigned; effective October 31. 
He became associated with the Selby 
Co. in January, 1936, as general man- 
ager of the Physical Culture division. 

Mr. Leopold was formerly president 
of the Leopold Shoe Co., Bender Shoe 
Co., and Coward Shoe Co., and director 
of the Lane Bryant Co. No informa- 
tion is available as to his future plans. 


Editor’s Outlook 


[CONTINUED FROM PAGE 24] 


We haven’t said a word about the rise 
and fall of trade in view of this major 
action, dislocating things as they are. 
We are still to experience a number of 
changes, unpredictable at the moment 
but all stemming from this gigantic job 
of preparation for defense. 

Young men cannot avoid or evade it 
—remember in the last war the story 
of the young man who went to the den- 
tist and had his teeth extracted to the 
number that weuld make his ineligible, 
only to discover when he went to the 
medical officer that he had flat feet and 
would have been excused on that score. 
We are not so sure under the new kind 
of warfare that molars or metatarsals 
will have “anything to do with the case” 
—time will tell how many men will be 
called to arms. What we do know is 
that those who have self-publicity in- 
stincts towards “throwing their lip 
about” as it pertains to feet or shoes or 
fitting had better know whereof they 
speak. This is no time for slacking or 
slobbering—peace-time conscription will 
find American men between 21 and 36 
fit for the task in hand. 


MAKE MORE SALES 


with the original 


SHOE DOCTOR SHRINKERS 


Roller type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormai feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
fit lerge around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$17.50 


Curved type tron 


Special combination offer $25.00 (fluids in- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 KE. Stat Street. Indianapolia, Ind. 








PATENT ATTORNEY 











of your 
E CONFIDENTIAL 1 


A race ono SeenT Ara 





Menihan to Make 
Fikany Shoe 


ROCHESTER, N. Y.—Heralded with 
special advertising, the Fikany adjust- 
eble arch shoe, which Mrs. Franklin 
D. Roosevelt praised in her newspaper 
column after wearing a pair, was pre- 
sented here this week by the big de- 
partment store of Sibley, Lindsay & 
Curr Company. 

The advertisement carries a picture 
of the inventor as well as a reprint 
of a section of a Walter Winchell col- 
umn, wherein the story of the shoe was 
told. These shoes had been made in 
small quantities for considerable time 
at the plant of C. P. Ford & Co., and 
the date set for the first public showing 
at Sibley’s. But the week before, the 
Ford Company announced it would 
make no more shoes. Plans for adver- 
tising had to be postponed until new 
arrangements for manufacture of the 
shoes could be made. They are now 
being produced at the J. G. Menihan 
Corporation plant under a long-term 
contract. 





